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CHAPTER I 
THE PROBLEM AND DEFINITIONS OF TERMS USED 
A trend which may be on its way to becoming an ac-
cepted practice in the field of school music is an " . . . 
increased awareness of the public relations aspect of music 
education--of the impo.rtance of a non-isolationist policy 
of the music educators as regards their community." (25:50) 
Interest in this subject is further indicated by a recent 
publication of the Music Educators National Conference 
entitled The Music Teacher and Public Relations. (30) In 
1954, a university professor devoted an entire volume to the 
subject of public relations in music education; and, in 1957 
a large music instrument company distributed free of charge 
to music educators a fifty-four .page manual on public 
relations for the band director. (42) 
Despite the increased interest shown, there is yet 
little information available to the music educator on the 
subject of public relations in school music. The l~terature 
mentioned above constitutes the entire library of information 
apart from the several periodical articles on the subject. 
In other fields, however, particularly those of business and 
general education there is a profusion of literature covering 
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all phases of public relations activities. This literature 
abounds with techniques and practices based on sound prin-
ciples that have been proved successful in establishing and 
maintaining good public relations. Much of this published 
material, especially that which is concerned with school 
public relations, is applicable or readily adaptable for use 
in school music. 
I. THE PROBLEM 
Statement of ~ problem. It was the purpose of this 
study to examine current literature available in the broad 
field of public relations and, from this examination (1) to 
determine a definition of the term "public relations" as it 
might apply to school music, (2) to examine the principles 
underlying the practices of public relations for school 
music, (3) to identify certain general objectives of public 
relations in school music, and (4) to discuss selected 
practices involved in attaining the objectives of public 
relations in school music. 
Importance of the study. In areas other than school 
music, much has been written to define good public relations, 
why it is needed, and how it is achieved. In the field of 
school music however, little information is available. 
Basically, this study is important because it attempts to 
3 
contribute to the literature on the subject of public rela-
tions in school music. 
Public relations per ~ is important because of the 
part it plays in gaining public support and understanding 
for the schools. Educational leaders now consider public 
relations an integral part of the teaching process rather 
than a separate area. Actually, there is no choice in this 
acceptance, because the moment a school opens, public 
relations begins. The choice lies in whether effective or 
ineffective use will be made of public relations techniques. 
(20:6) 
There are certain legal and moral responsibilities 
in public school administration which add to the importance 
of public relations. By law, education is the responsibility 
of the individual states. Within the local school districts, 
members of the school board are elected to carry out the 
desires of the people regarding the kind of education to be 
provided for their children. Morally, obligations arise 
because the schools belong to the people and are supported 
by public funds. Therefore, the public should receive an 
honest accounting of how its children are being educated. 
To accomplish these obligations satisfactorily requires 
reciprocal channels of communication between the school 
board, the school, and the community. This is the province 
of public relations. Experience has shown that intelligent 
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understanding, confidence, and participation may be brought 
about through a carefully organized and continuous program 
of public relations. (22:19-20) 
On a parallel plane, public relations in school 
music has similar obligations. The music department needs 
to make an accounting for and to interpret its program to 
the public in order to obtain adequate support and appreci-
ation. As music performance affords one of the better 
means the school has for developing good public relations 
between the school and the community, the music teacher is 
placed in a unique position -- he may assume ~ leadership 
role in the total school public relations program. This 
fact has been recognized by far-sighted school administra-
tors and music educators alike. Speaking for school admin-
istrators, Pickering states that: 
The music teacher can and should be one of the chief 
public-relations officers of the school. Outstanding 
music organizations do as much to bring the school 
program to the attention of the public as much as any 
phase of school work. The music teacher needs to keep 
looking for opportunities to explain and interpret the 
music program to parents, students, teachers, and 
counselers, particularly as it relates to the entire 
educational program. (61:331) 
As a music educator, Graham writes that: 
Music educators as teachers of organizational 
activities are in a position to, and indeed find it 
obligatory to, assume a major role in a planned public 
relations program. Organized musical g~oups are the 
foremost instruments by which public prestige for the 
school may be achieved, because these groups can be 
carried to the public. (16:16-17) 
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The responsibilities of the music educator in assuming 
a leadership role in the total school public relations pro-
gram requires that he not only know how good public relations 
are achieved and maintained, but why they are vitally 
important. Potentially, the importance of this study lies 
in the attempt to explain the significance of public rela-
tions for school music in relation to the total public school 
program. 
II. DEFINITIONS OF TERMS USED 
· Public relations. The term, public relations, refers 
to the principles and procedures of communications used to 
obtain good relationships with the public. When used in 
connection with public relations in school music it is 
defined as the program of activities which keeps the music 
staff aware of school and community needs, and the school 
and community informed of the value, condition and needs of 
the music department. 
School music. The term, school music, refers to all 
school music activities. It will be used interchangeably 
with school music education, and it was selected to indicate 
the music program from the first grade through the twelfth 
grade. 
Music teacher. The term, music teacher, shall be 
used interchangeably with the term, music educator, and 
refers to any member of the school music staff. 
III. DELIMITATIONS 
Literature published or written prior to nineteen 
hundred and forty-eight will not be investigated in this 
study except when required for historical significance or 
for a point of reference. 
IV. SOURCES OF DATA 
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Sources of data included (1) books and pamphlets on 
public relations and related subjects, (2) books on super-
vision and administration of public schools, (3) periodical 
articles, (4) books and pamphlets on music education, and 
(5) related studies in unpublished Masters' theses. 
V. ORGANIZATION OF THE REMAINDER OF THE THESIS 
In the following chapter, historical backgrounds are 
discussed and related research is reviewed. In Chapter III 
public relations in school music is defined and its princi-
ples and objectives are set forth. Practices of public 
relations in school music, including the development of the 
program, public relations of the music teacher, in-school 
relations, and community relations are presented in Chapter 
IV. Chapter V is concerned with publicity and the techniques 
and media involved in its usage. Chapter VI summarizes the 
study, gives conclusions of the investigation, and makes 
recommendations for further research and study. 
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CHAPTER II 
HISTORICAL BACKGROUND AND RELATED RESEARCH 
I. HISTORICAL BACKGROUND 
The term ''public relations" as it is used today is 
not a new concept. It has probably existed in one form or 
another since one man had to deal with another. The Romans, 
aware of the influence of public opinion, dramatized its 
importance with the phrase ~ populi, ~ Dei--"The voice 
of the people is the ·voice of · god. '' (12~ 35) In England 
several centuries ago, the King's Lord Chancellor provided 
services similar to those of a public relations "expert. " 
All through history there are records of a third party 
needed to effect an understanding between the people and the 
heads of state. Cutlip and Center point out that there is a 
relationship between the development of public relations and 
the periods of unrest in society. They state that "public 
relations, as a prime agent in public opinion formation, has 
been developed to meet the needs of power groups for winning 
public support. " (12:36) 
Business public relations in America. The concept 
.. 
that business "could do no wrong" persisted in Colonial 
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America until technological advances brought mass production. 
Exploitation of the public by business evoked popular atti-
tude that was dangerous to the very existence of organized 
business. From the concern of business leaders for this 
prevailing attitude evolved the first attempts at what is 
now called "public relations." The first effort was con-
cerned exclusively with obtaining favorable publicity for 
big business and consisted of a sort of "fumigating' process. 
(17:6-7) 
Another trend in the nineteenth century, closely 
allied to the development of public relations as an organized 
endeavor, was the approach to advertising and show business 
that is now known as press agentry. Barnum was the early 
outstanding exponent of this movement. By the end of the 
century, politicians began to use the same methods in their 
campaigns. 
At the turn of the twentieth century, business changed 
from a path of manipulating public opinion to that of earning 
a good opinion. Griswold and Griswold define three patterns 
of public relations activity contemporary at that time as: 
(1) the paternalistic school; (2) the group which gave only 
lip service to the idea; and (3) another which still adhered 
to the fumigation approach. (17:7) 
A few far-sighted managements were already practicing 
public relations much as it is done today, with a high 
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regard for personnel and for quality of service to the public. 
However, it was only after the First World War that the first 
professionals began to develop the techniques that are part 
of effective public relations practices today. The field 
became attached to the policy level of management and a pro-
fessional status was attained. This occurred in only a few 
places, for "public relations" had not yet achieved general 
acceptance. When the market crash came in 1929, it became 
apparent that business had failed to utilize public relations 
properly. During the difficult days of the depression, a 
leadership was developed that still exists today. (17:8-9) 
World War II demanded the use of the old techniques 
of public relations as well as new ones. Business, through 
unintentional contact, became aware of the value of public 
relations. When the war was over, public relations was 
elevated to a management function. A new concept of business 
responsibility had evolved, and public relations was allowed 
to participate in policy-making decisions. (17:10-11) 
As to the future of public relations in business, 
Fortune predicts that: 
There is no question but what, in the quarter-century 
ahead, public relations as a management function will 
grow still bigger. Top management clearly has decided 
on that course. The question is how soon performance 
will improve. The missionary phase of public relations 
is about over. The sooner the public relations practi-
tioners accept the victory, abandon their self-conscious 
introspection and throw their full skills and energy 
into the communication job itself, the sooner they are 
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likely to win the prestige and status they so earnestly 
desire. (53:239) 
School public relations. The first attempts at public 
relations activities by schools were in the nature of adver-
tising and public announcements. In 1754, King's College 
(now Columbia University), used the press to advertise its 
opening. In 1838, a Massachusetts law was passed requiring 
11 a written report to the annual town meetings on the conduct 
and condition of community schools." (19:13) Harvard 
University published annual reports as early as 1825, although 
' a separate publicity department as such was not established 
until 1919. 
It was not until the turn of the twentieth century that 
actual publicity was used to any extent by educational insti-
tutions. Several colleges and universities claim 1900 or soon 
thereafter as the date of their publicity offices' origin. 
Between 1900 and 1940, most institutions of higher learning 
created news bureaus, the large private institutions first, 
followed by denominational schools. Today most colleges and 
universities have organized public relations departments 
attached to the administration. (19:14-16) 
Effective usage of publicity techniques during World 
War I encouraged public schools to indulge in "publicity 
campaigns" for much-needed funds during the early 1920's. 
These campaigns helped to build school buildings, raise 
salaries, and pay for other services. Although Moehlman wrote 
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Public School Relations in 1927, it was not until the 1930's 
that the term "public relations11 appeared to any degree in 
public school literature. The October 1935 issue of Education 
was a "public relations issue" and contained six articles on 
the subject. 
By 1938, the term "public relations" was at last com-
ing into vogue in the school periodical literature. It was 
beginning to be used along with such words as "interpretation, " 
" school-conununity, " and the usual "publicity" and " selling. " 
After World War II, such terms as "alerting the public, " "ex-
plaining" and " supporting" the schools were used along with an 
occasional "public relations ." In 1948, the February Bulletin 
of the National Association of Secondary School Principals de-
voted its entire issue to articles on all phases of school 
public relations. By 1950, articles on school public relations 
included newer phrases such as "educating the citizens, " " focus 
on education, " and "mutual benefit. " In the same year, the 
National School Public Relations Association, an organizat ion 
founded in 1935 in Denver, Colorado to further the public 
understanding of the public schools, became a department of 
the National Education Association. In 1950, the American 
Association of School Administrators published its Twenty-
Eighth Yearbook entitled, Public Relations for America's School. 
(2) It is widely us.ed and quoted in much of the literature 
available on school public relations. Since 1950, "public 
relations" has become an accepted term when used in connection 
13 
with public school administration. 
Public relations in school music. The historical back-
ground of public relations in school music was approached in 
this study by surveying pertinent literature in relation to 
current trends. Sources of information included Music 
Teachers National Association Proceedings, Music Teachers 
National Conference and Music Educators National Conference 
Yearbooks, school music periodicals and publications, and the 
various references as catalogued in the Readers Guide to 
Periodical Literature, the Education Index, and the Music 
Index. 
Prior to 1920, the Music Teachers National Association 
Proceedings indicated a fleeting interest in school and com-
munity relations, but even the term "publicity" was not used. 
In 1923, a need for public relations methods was indicated 
by the Music Teachers National Conference when it appointed 
a "Committee on Propaganda." Unsure of its duties, this 
committee requested to be disbanded the following year. How-
ever, the Music Teachers National Association appointed a 
permanent "Committee on Community Music" in 1925. In the 
same year an article appeared in the Journal of the National 
Education Association discussing "interpreting" school music 
to the public. By 1929, the need for organized public 
relations activities resulted in the Music Teachers National 
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Conference appointing a "Sphere of Influence Cormnittee. " It 
too, was abandoned in the following year. 
In 1930, Birge wrote an article on ''winning support" 
for public school music. A year later writers were concerned 
with "putting over" the music program and "obtaining adequate 
publicity." In 1932, the Music Teachers National Conference 
made another attempt to establish better public relations by 
appointing a "Cormnittee on Contacts and Relations. " This 
committee continued successfully for several years. In 1933, 
a few appeals were made for "mobilizing" public support for 
school music, and the "contributions" of school music to the 
community were extolled. (In 1934 the Music Teachers 
National Conference became known as the Music Educators 
National Conference.) 
At the North Central Regional Meeting of the Music 
Educators National Conference in 1935, one of the general 
topics discussed in a group session on problems in music 
education was "Public School Music and the Public Relations 
Program." This appeared to be the earliest reference to pub-
lic relations in available literature on school music. 
The 1935 Music Educators National Conference Yearbook 
contained several references to "integration" of school and 
community music and to "school music and the public." That 
same year a periodical article written by Johnson discussed 
"publicity in music teaching." In 1936, the Music Educators 
National Conference changed the name of its "Contacts and 
Relations Committee" to "Committee on Promotion and Pub-
licity." Also, in 1936, the first "Code of Ethics" drawn 
up between the American Federation of Musicians and 
Pennsylvania Music Educators went into effect. This was 
followed in 1939 by the Ohio "Codes of Ethics" between 
state music educators and the American Federation of 
Musicians. 
15 
Reflecting the major trends in the broader aspects of 
the field of public relations, the value and need for public 
relations in school music was recognized by leaders in the 
field by 1939. Both Morgan and Pete, writing on music de-
partment administration, included public relations as an 
important aspect of school music. Morgan stated that: 
Public approval determines the kind of school system 
in which you teach. This approval is easily lost if 
mistakes are made. Education can lead but only slightly 
ahead of the understanding and consent of the community. 
In the end, confidence and interest won through intelli-
gent public relations is the determining factor in the 
development of a school program. (45:273) 
Finally, in 1940, the Music Teachers National Associ-
ation recognized the value of public relations by listing a 
"Committee on Publicity" in its Proceedings. In the year 
following, codes of public relations were drawn up and 
signed by the Ohio music educators and music merchants, and 
by the Ohio music educators and private music teachers. 
During World War II, most of the public relations activ-
ities of school music were concerned with morale and the war 
efforts. However, the 1944 Music Educators National Conference 
16 
charted the way for a study of the relationships between 
music teachers and music dealers, publishers, and manufac-
turers of music equipment. By 1946, differences of opinions 
between these groups and music educators were reconciled, 
and in 1947, "Codes of Ethics," were agreed upon and signed 
by the American Federation of Musicians, Music Educators 
National Conference, and the American Association of School 
Administrators. 
After the war, public school music was concerned with 
the curriculum status of music, improving relationships, and 
gaining support and appreciation. This is shown by the 
entrance into periodical literature of such terms as 
"integrating," "promoting," and "supporting" school music. 
In 1949, "human relations" was also being considered, and 
public school music was concerned with ' 'winning friends." In 
1950, the "Child's Bill of Rights" was announced by the Music 
Educators National Conference. The following year, a 'Music 
in American Life" connnittee of the Music Educators National 
Conference listed a section entitled, "The Professional and 
Public Relations of the Music Educator'which eventually became 
part of Music Education Source Book Number Two--Music in 
American Education. (25:1-52) 
The first article to discuss modern public relations 
in school music was printed in the 1952 September-October 
issue of the Music Educators Journal. Written by Bakkegard, 
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the article was entitled "Public School Music as a Public 
Relations Agent." (46) In 1954, two more articles 
appeared; one questioned the educational value of excessive 
out-of-school engagements, While the other pointed out the 
value of using public relations techniques in planning 
school music activities. (54) (49) 
In 1955, McDonnell wrote an article which was published 
in two different magazines on public relations in school music. 
(57) (58) The only complete volume on the subject was pub-
lished by Graham in 1956. (16) This book, entitled Public 
Relations in Music Education, was written in a "conversational" 
style, with few sub-topics, and no index, and it presented 
undocumented "case histories '' of successes and failures of 
music educators due to their public relations "quotient." 
In that same year, several writers expressed the need for and 
value of adult understanding and cooperation with regard to 
public school music. 
In 1957, Ream's article, "Public Relations in Music," 
stressed the need of adult education to develop understanding 
by parents and others of the purpose and needs of school 
music. (63) She described a questionnaire technique which 
not only helped to accomplish understanding and support but 
gained valuable information for the music department also. 
In 1957, Selmer distributed a 'Manual of Public Relations 
for the Band Director." (42) 
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The Music Teacher and Public Relations, a report 
prepared for a commission of the Music Educators National 
Conference, was published in 1958. (30) This comprehensive 
and well-organized booklet, was a valuable addition to the 
limited body of literature on public relations in school 
music. Further evidence of the current public relations 
trend in school music is indicated by a recent publication 
. 
entitled Music in The High School by Leeder and Haynie, a 
text which devoted several pages exclusively to public 
relations in the school and in the community. (23) 
II. RELATED RESEARCH 
There are at least five Masters' theses which relate 
to the present investigation and were requested through the 
Interlibrary Loan services. They were: 
Baber, Eric R. "Public Relations Through Music." 
Unpublished Master's thesis, Michigan State 
University, East Lansing, 1948. 
Stanton, John F. "Public Relations in Music 
Education." Unpublished Master's thesis, the 
Ohio State University, Columbus, 1949. (68) 
Rhoades, William F. "The Function of the Music 
Department in Promoting Public Relations in 
the Hi?h Schools of Arizona." Unpublished 
Master s thesis, the University of Arizona, 
Tucon, 1951. (67) 
Parks, William R. "Public Relations and the Public 
School Music Teacher. 11 Unpublished ·Master's 
thesis, Texas Christian University, Fort Worth, 
1952. (66) 
Kennedy, Donald M. "A Guide to Better Public 
Relations. 11 Unpublished Master's thesis, 
Western Reserve University, Cleveland, 
1956. 
.19 
Three of the above theses were reviewed. The request 
for Baber's thesis returned checked "Not owned by library, " 
and Kennedy's thesis was not received. The three studies 
will be reviewed according to the chronological order of 
their composition. Stanton's paper was concerned with docu-
mented data, and has been used more extensively perhaps than 
the other papers. 
Stanton proposed to show in his study the feasibility, 
value, and means of public relations to gain public understand-
ing and support of the school music program and thereby increase 
its effectiveness. His research was carried out by means of a 
questionnaire completed by seventy-six music educators attend-
ing an Ohio State University "Institute on Instrumental Music 
I 
Education, 11 and by teachers enrolled in Music Education classes 
' 
at . the University during the Summer Term of 1949. (68:74) 
The questions asked in the questionnaire were designed 
to determine (1) what importance was given public relations 
by music educators, (2) the media most often used for public 
relations, (3) the information most commonly publicized, (4) 
the relationship between numbers of media used and a commun-
ity's attitude about their school music program, and (5) the 
relationship between the amount of information publicized and 
the community attitude. (68:74-75) The results obtained 
from the questionnaire showed that the respondents did not 
realize the importance of public relations as the majority 
20 
of them utilized only half of the media at their disposal. 
The media most used, in order of importance were: Newspaper 
articles, posters, newspaper advertising, pictures, and 
Booster Clubs. The information most publicized was the 
accomplishments of school music groups. It was found that 
the community attitude towards the music program was directly 
related to the number of media employed. Also, the more 
favorable the community attitude, the more items of informa-
tion were released to the public. (68:83-93) 
Stanton concluded that (1) good public relations, 
involving intelligent publicity, will gain community support 
for the school music program; (2) approximately only one-half 
of the public relations media available to the average music 
.educator are employed by him; (3) school administration, 
influenced by community attitude, will help foster a growing 
school music program; (4) successful fund-raising efforts may 
be insured by good public relations activities; and (5) good 
public relations in one community encourage neighboring com-
munities to develop their school music programs, thereby 
improving the quality of instruction for students. (68:94-
98~ 
Rhoads' study, conducted in 1951, was not directly 
concerned with public relations theory and methods. His 
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brief bibliography contained no public relations references. 
In the text of the study public relations is rarely men-
tioned, except in relation to public performance. A close 
examination revealed that the term "public relations," as 
used in Rhoads' paper, was almost synonymous with "public 
performance." In any case, Rhoads' major interest in the 
research portion of the study seems to be with the quantity 
of public performances in the music departments of all 
Arizona high schools rather than in public relations. 
The study involved a discussion of what constitutes 
a good music department and a survey to discover enrollment, 
number of rehearsals, and number of public performances 
given by the various Arizona high school music departments. 
It also provided a comparison between Arizona school music 
departments with "a good music education department and 
the possibilities of that department for promoting music 
education and public relations." (67:2) 
The study revealed that comparative weaknesses existed 
in the school music departments of Arizona which were pos-
sibly due to lack of participation in the school and 
community by school music groups. Rhoads advocated public 
performances to develop support that would enable music 
departments to remedy their weaknesses . He recommended a 
study of curriculum problems, cooperation with other school 
activities in public performance, promotion of community 
music groups by the school music department, and interest 
in adult music education. (67:44) 
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Parks' study consisted of an examination of litera-
ture in the public relations field for the purpose of gain-
ing general knowledge of the subject and of outlining the 
obligations of the public school music teacher. (66t-5) The 
study, completed in 1952, resulted in the conclusion that: 
1. Public relations properly used, is distinctly 
valuable to business and may be to the school. 
2. Most techniques in use today were designed for 
business, but some specific procedures are also set 
forth for the schools. 
3. Many of these techniques apparently could be 
employed by the public school music teacher in further 
developing the music department. (66:56) 
Parks suggested that location and analysis of problems 
would enable the music teacher to proceed with the right 
technique. For illustrations, summaries of case histories 
were given wherein the use or lack of use of public rela-
tions was instrumental in the success or failure of solving 
music education problems. Some of these included financing, 
scheduling, lack of student interest, needy children, and 
obtaining new equipment. (66:58-77) 
CHAPTER III 
PRINCIPLES AND OBJECTIVES OF PUBLIC RELATIONS 
I. PUBLIC RELATIONS DEFINED 
To the general public, the term "public relations" 
connotes advertising, publicity, and even propaganda. This 
is unfortunate, since the practice of public relations has 
roots in firmer ground. School public relations in par-
ticular has a pasic philosophy which is based in the social 
principles that promote our democratic way of life. It is 
an interpretive process that helps to discover and implement 
the will of the people. (24:154) 
Unfortunately, public relations has a meaning even to 
the uninformed. It is a narrow concept usually identified 
with publicity, and should be replaced with a broader under-
standing of its meaning. An examination of the problems in-
volved in arriving at a satisfactory definition will help to 
clarify its meaning and at the same time, serve to introduce 
the principles underlying successful practices in school 
public relations. 
A semantic problem. An ever-increasing amount of 
literature on the subject of public relations, educational 
24 
and otherwise, is being written today. This literature 
contains numerous definitions of the term, public relations, 
yet there are few commonly accepted meanings. (12:3) One 
authority describes public relations as a 11 state of mind." 
(4l:xiii) Another proclaims it to be a combination of all 
knowledge into a " . system of human understanding. 11 
(53:10) Still another 11simple and direct" definition states 
that public relations is " . . • doing the right thing--then 
getting credit for it. 11 (42:5) A source, written for music 
educators, suggested that "perhaps in the simplest terms it 
is self-definable; literally, relating with the public." 
(22: 4) 
This apparent confusion has direct pertinence to this 
study. One of the purposes of this investigation is to 
select from this inconsistency of ideas a patterned definition 
which will serve as a clear point of reference. The major 
concern, however, is with the nature of public relations as 
a potential and dynamic force in school music. 
An article appearing in Fortune summed up the situation 
as follows: 
The very term public relations is a semantic trap, and 
nothing has so served to compound the confusion as much 
as the P.R. experts' own honest attempts at a definition, 
which range from Edward L. Bernays' stratospheric 11Public 
relations deals with a complex constellation of dynamic 
forces," to Charles Plankard's folksy "Public relations 
is merely human decency which flows from a good heart." 
(53:108) 
' 25 
An administrative function. The difficulty in defin-
ing public relations does not arise because it has no meaning 
--it arises because it may mean a number of things. John Hill, 
of Hill and Knowlton, Inc., explained that "it is difficult, 
if not impossible, to define public relations because it cannot 
be isolated. It is not a separate function." (53:110) 
Moehlman and Van Zwoll pointed out that public relations 
exist whether or not there is a public relations program. 
Several other writers observed that it is a management or 
staff function. Schoenfeld, for example, stated that "public 
relations is fundamentally a matter of policy as well as 
practice; hence, it is an integral function of administration. " 
(4l:xiii) 
Functionally, the school public relations activity 
arises from the demands of the school as a democratic social 
institution. These demands are essentially concerned with the 
satisfactory communicative process between the school and the 
community. On the one hand, the school needs interpretation 
of its activities to gain approval and support of the com-
munity. On the other hand, the community must be able to 
make intelligent demands of the school, and it must give 
adequate financial and moral support to the school's efforts. 
This "two-way interpretative process" between the community 
and its school may be called public relations. (24:152-53) 
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A limited process. The interpretative role of school 
public relations is limited to activities which are in 
harmony with the goals of public education. Wide publicity,, 
not justifiable or needed, might actually lead to poor public 
relations. (46:61) Activities of the music department lend 
themselves readily to the techniques of public relations; 
however, they should be considered first for their educa-
tional potential rather than for publicity value. Graham 
states that: 
Musical performances are exploited to gain praise 
and attention from the public for the school admin-
istration, despite the fact that such exhibitions 
often leave little time for genuine musical instruc-
tion. (54: 51) 
Administration is not alone in this respect. Douglass 
writes that "many of the supervisors of music are far more 
interested in impressing the public than they are in educating 
the youngsters." (14:201) Since the final responsibility 
for the music program lies with the music teacher, he in 
particular should be aware of the limited function of public 
relations in school music. 
As an educational activity, school music should be 
judged on its intrinsic value and not on superfluous publicity. 
The school is not a business and good will for it is not to 
be bartered. Although techniques, practices, and the general 
mode of operation of school public relations resemble those 
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used in business, the ultimate aims and objectives are quite 
different. Professional public relations counselors use 
various means available to achieve favorable publicity for 
the firm or produc•t he represents. Often techniques are 
employed in a manner similar to propaganda. Such misuse of 
public relations causes a negative effect on the general 
public. School public relations must avoid methods that 
will associate the school with such implications. It must 
limit itself to activities and practices that are justifiable 
and needed by the educational process. 
School public relations defined. The leng~hy pro-
cedure undertaken in arriving at a satisfactory definition 
has served to bring out various principles, practices and 
philosophies underlying the meaning of school public relations. 
This has been necessary, for a simple definition would not 
serve the purpose of this study. 
School public relations is a complex activity and its 
definition cannot be stated simply. Part of the difficulty 
results from the variety of ways in which the term can be 
used. Pimlott lists three ways in which it may be used, 
namely: (1) relations with the public, (2) the quality of 
the relationship, and (3) the ways and means satisfactory 
relationships are achieved with the public. (38:4) · Cutlip 
and Center agree here with Pimlott. (12:4) Benays explained 
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this variance of usage in different terms. He stated that 
public relations is used to mean (1) information to the pub-
lic, (2) persuasion directed at the public, and (3) two-way 
integration of attitudes and actions between an institution 
and its publics. (6:3) 
For the purpose of analyzing definitions by various 
writers, the above "rules" are convenient. Most writers on 
the subject of school public relations give their individual 
version, and definitions are numerous and stated in many 
ways. H~wever, there is general agreement and definitions 
usually contain such terms as "process," "program," "attempt," 
"approach," and even 11opportunity" to represent the nature 
of informative relationship. The quality of the rela·tionship 
is indicated by such words as "understanding," "cooperation," 
"rapport," "admiration," and "respect." Means of achieving 
satisfactory relationships are expressed by such terms as 
"two-way interpretative process," "process of connnunication," 
"two-way channels of information," "establishing of a rapport," 
and a "mutual exchange of opinions and facts." 
The following definitions have been selected to illus-
trate the various ways in which school public relations may 
be defined: 
A public relations program is a far-flung organization of 
systematically organized interactton between the school 
and community. (9:23) 
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Definitively, school public relations may be considered 
to be the two-way interpretative process between the 
society and its instrument, the public institution. 
(24: 152) 
School public relations, then, is a process of communica-
tion between the school and community for the purpose of 
increasing citizen understanding of educational needs 
and practices and encouraging citizen interest and co-
operation in the work of improving the school. (22:16) 
. • • school public relations is the cooperative develop-
ment and maintenance of efficient two-way channels of 
information and understanding between the school, its 
personnel, and the community. (2:14) 
Public relations for school music defined. Only 
three sources were found in this investigation which specific-
ally define public relations in school music. They are 
presented chronologically. 
McDonnell, writing in the March 1955 Music Journal, 
defined public relations as follows: 
Public relations, first of all, is a realistic business-
like approach to keeping the public correctly informed of 
a job being done, and, second, the subsequent establishing 
of a rapport between that public and a particular estab-
lishment or organization. (58:42) 
Public Relations in Music Education, published in 1954 
by Graham, contains the following definition: 
Public relations is basically establishing and maintaining 
a mutual exchange of opinions and facts which will bring 
about an attitude of admiration and respect for the organ-
ization within the community. (16:25) 
A report published in 1958 entitled The Music Teacher 
and Public Relations defines public relations for school 
music as: 
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. . • the opportunity of (a) tellinf the story of the 
music program to the people, and (b listening to the 
evaluations, suggestions, and recommendations that the 
people have to make for further improvement of their 
program. (30:5) 
The construction of another definition of public 
relations for school music in no way implied that the above 
definitions are inadequate. For the purposes of study and 
analyzation, however, the following definition is offered: 
Public relations is an integral program of systematically 
organized activities which attempts to establish cooperative 
development and maintenance of reciprocal channels of communi-
cation between the music department and its publics for the 
purpose of keeping the music department aware of school and 
community attitudes and needs, and the school and community 
informed of the purpose, value, and needs of the music 
department. 
Obviously, this definition is lengthy and involved, 
however, it includes most of the concepts discussed so far in 
this study. Integral refers to its functional aspect and 
implies limitations as well as the need for integrity. 
Program of systematically organized activities suggests that 
it is a dynamic process carefully planeed to utilize all 
available techniques and methods. Cooperative development 
and maintenance of reciprocal channels of communication 
implies participation and the eventual gaining of continuous 
understanding and mutual respect through the educational 
process involved. ~ the purpose, etc. includes the need 
for the dissemination of knowledge in order for the music 
department to receive adequate support and appreciation. 
II. THE PUBLIC AND PUBLIC OPINION 
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Plural publics. Public relations has been defined as 
II 
. relating with the public." (30:4) .Actually, there 
is no single public, but a number of "publics. ' ' These pub-
lies may be defined simply as large groups that have interests 
in common situations and common problems. (4) One source 
stated that: 
Rather than dealing with an abstract public, the 
music teacher actually relates with many kinds of 
public. And, carrying the idea further, each public 
is made up of flesh-and-blood individuals with unique 
personalities, drives, and expectancies. (30:8) 
Individuals making up different publics may be members 
of more than one public. As a father, a teacher, a church 
member, a club member, and a voter, the music educator himself 
has various roles to play in many publics. To "play" these 
roles in proper perspective, Kaplan suggested that the music 
educator become familiar with the "social role" theory which 
is a central concept for social psychology. (28:4) This 
idea shall be discussed later in this paper. 
Publics rarely share full agreement on issues, and 
therefore cannot be divided into neat little groups. Broad 
classifications can be made, however, when a particular 
interest group, such as the music department, desires to 
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identify its publics. 
The school music department obviously operates within 
the school as well as within the community. Its in-school 
publics will include all students, the teaching staff, the 
non-teaching staff, the administration and, in a special way, 
the school board. Community publics will include parents, 
non-parents, civic and religious groups, professional organ-
izations, and the "man-in-the-street." (30:8-10) Because 
of the importance of the music department's relations with 
these publics, part of Chapter IV will be devoted to a study 
of the problems involved. 
Public opinion. Attitudes and opinions of a desig-
nated public do not remain constant, nor is a group opinion 
general. Rather it is made up of varying degrees of individual 
opinions which ~Y change. Cutlip and Center wrote that: 
. • . individual opinions eventually add up to the 
aggregate described as 'public opinion.' The practice 
of public relations is built on this powerful ever-
chainging course of public opinion. (12:63) 
It is public opinion that causes praise or criticism 
of public schools. Yet it is not subject to demonstration or 
positive proof. Public opinion is the view-point of a 
"central-tendency group" (24:49) which results from the 
II 
. selection of one among many of a number of inconsistant 
views . II (2: 15) Opinions are merely reflections of . . . 
attitudes, that is, a "certain bent, bias, or predisposition--
33 
an inclination to activity." (2:16) Attitudes have their 
roots in personal values and in the deep-rooted customs of 
a society. (7:278) In many areas of human relations 
attitudes and emotions are interrelated. The 1950 Yearbook 
of the American Association of School Administrators states 
that, "theoretically, the teacher has faith in reason and 
avoids the emotional appeal, however, the educator has 
mustered only half of his power of presentation." (2:16) 
It is in the area of emotions that music has a great appeal. 
Moehlman and Van Zwoll observe that music may be used to 
arouse or calm emotions when they write that: 
Associations established between feelings and melodies 
and songs will evoke such emtoional responses as 
lethargy, anger, derision, fear, love, loyalty, con-
fidence, and unreasoned desire for action in the face 
of conditions warranting reappraisal. (24:77) 
Graham also recognizes the emotional stimulus of music, 
but he points .out a desirable effect in terms of school public 
relations--for example, when children engage in creating 
music they excite parental affection and pride. (16:236} 
Continuing, Graham says "the music educator, through his prod-
uct, can build community opinion focused on good will and 
helpful attitudes ..•• " (16:236) Through its own activities, 
then, the school music department has a powerful means of 
affecting publics' opinions. 
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III. PRINCIPLES OF PUBLIC RELATIONS 
In the broad field of public relations, some writers 
have been concerned about the principles behind the theory 
involved. Writers in the field of business public relations 
have been prone to neglect this particular phase. Rather, 
they have concentrated on the historical aspect and the 
general nature of the art, and have devoted much of their 
writings to the practice and techniques involved. In the 
field of school public relations, however, there has been 
some concern about the principles underlying the practices 
of an educationally sound program. Writers have gone to 
great lengths to qualify what they term basic considerations, 
concepts, criteria, suppositions, guiding principles, prin-
ciples of action, conventions, values, and working rules. 
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Although these writers are in agreement as to the general con-
text of the "principles," no two writers have compiled the 
same list. Also there is an overlapping in some of the list-
ings with what some writers term needs, purposes, objectives, 
and aims. This confusion possibly results from the comparative 
newness of the subject and the lack of agreement on exact 
terminology. 
Principles of school public relations. A principle 
has been defined by Burton and Brueckner as "a fundamental 
or general truth which may guide thinking or overt action." 
(9:72) They point out that principles are not the only 
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guides to action; and that objectives, conventions, values, 
human nature, and the realities of a given situation may all 
influence action. (9:71) As to the importance of principles 
for school public relations, Moehlman and Van Zwoll state 
that: 
The soundness, consistency, and defensibility of a 
school public relations program are dictated by the prin-
ciples underlying it. To be usable, principles must be 
defined and agreed upon at least in terms of hypotheses 
to serve in place of exact knowledge, to be modified in 
the light of increased knowledge and experience, and 
rejected if further development of the knowledge indicates 
the hypotheses to be in error. (24:151) 
Investigation of the school public relations literature 
discloses that writers are inclined to state principles (1) 
by writing long lists of comprehensive statements covering a 
specific concept or (2) by using a number of key words and 
discussing each at length. Hagman, for example, used the 
former method and lists eighteen principles prefaced with the 
following statement: 
In the administration of school public relations for 
the advancement of education in a democracy, the program 
and procedures developed; the purposes and objectives to 
be accomplished, the techniques employed, and the means 
and agents used in the program are characterized by •••. 
(18: 351) 
Kindred used the latter method, listing such key words 
\ 
as integrity, continuity, coverage, simplicity, constructive-
ness, adaptability, and flexibility . (22:76-83) Each key 
word was discussed at length, and information covered approx-
imately the same concepts presented by Hagman. Harral wrote 
a similar list of key words which were termed ''principle 
characteristics!' They were accompanied by only a short 
qualifying statement. (20:18) 
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The two methods of presentation described above and 
used by Hagman and Kindred are utilized here to present 
principles of school public relations and principles of pub-
lic relations in school music. First, a list of carefully 
compiled principles of school public relations written by 
Moehlman and Van Zwoll are offered as a composite of those 
principles advocated by prominent writers as basic to the 
operation of a successful program. The partially summarized 
list is as follows: 
1. Schools are inaugurated by the people and should_ 
serve their wishes. 
2. The role of education does not change, however 
the school must adjust to social changes. 
3. Public confidence depends upon honest and sincere 
school functioning. The public must be fully informed 
if they are to give approval and support of changed 
needed. 
4. The school is impartial but will always be subject 
to criticism by citizens whose intere'sts lie above or 
below the c~ntral tendency of opinion. · 
5 ~1 The school public relations program is limited to 
serving the educational process which is superior to 
interest of the school staff or any other minority group. 
6. The school encourages cultural harmony and avoids 
social conflicts or any implication of propaganda. The 
school public relations program must be truthful, 
sincere, simple; and understandable. · · 
7. The partnership ·concept between the school and com-
munity requires adult participation. Silent partners are 
undesirable. ' 
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8. School public relations is an interpretative 
activity requiring adult education involving the laws 
of learning and a continuous dissemination of informa-
tion. 
9. School public relations requires participation 
of all publics to be successful. 
10. The legal responsibility of determining the 
school public relations program and approving means to 
make it successful lies with the board of education. 
11. The children's part in the school public rela-
tions program should be limited to developing their 
understanding and appreciation of the purpose and 
value of all social institutions. 
12. The teaching profession, acting as an interest 
group, may go be~ond institutional limitations in its 
efforts to convert others to the support and better-
ment of the school and to further their own interests. 
(24: 156-57) 
Another concept, proposed by both Pittinger and 
Douglass, may be added to the above list. It concerns mat-
ters of public policy as differentiated from technical 
efficiency. Expressing this concept in simple language, 
Pittinger wrote that " the public tells the school" in matters 
of public policy, whereas, in the realm of technical effi-
ciency," the school tells the public. " (39:447-49) In 
presenting the same problem, Douglass suggested that leader-
ship be taken by those with professional training, while 
specialists should serve as consultants. (14:508) 
Principles of public relations for school music. 
The 1950 Yearbook of the American Association of School 
Administrators listed a number of principles in the same 
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manner as Kindred and explained them in detail. These prin-
ciples, peculiar to the education field, have developed 
through long experience in public relations and are believed 
to be fundamental to a successful program. (2:16-17) In 
brief, the principles state that school public relations must 
be honest in intent and execution, intrinsic in the school 
program, continuous in application, positive in approach, 
comprehensive in character, sensitive to the publics con-
cerned, and simple in meaning and conception. They are 
presented here with accompanying explanatory material para-
phrased from the Yearbook and supplemented with additional 
material from school music sources • 
. Public relations for school music must be honest in 
intent and execution. Schoenfeld points out that good public 
relations is like character--what you are, while mere publicity 
is like a reputation--what you are supposed to be. (41:3) 
The music department should always measure up to what it -is 
advertised to be. "Selling" is not needed, rather it is 
sufficient to let high standards of performance speak for 
themselves. (2:17-19) 
Public relations for school music must be intrinsic 
to the music program. Music teachers sometimes make the mis-
take of thinking that publicity is the same as public rela-
tions. To avoid this error in judgment, Bakkegard prepared 
two guiding principles, stating that (1) public relations 
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will not make up for a poor music department, and (2) over-
done publicity may lead to poor relations. (46:61) Public 
relations should merely pass on to the public as effectively 
as possible what has been accomplished by the music depart-
ment, and it should collect and synthesize the ideas of the 
public of what ought to be accomplished by the department. 
Public relations should be considered a part of the educa-
tional process itself. (2:19-21) 
Public relations of school music should be continuous. 
A continuous flow of planned public relations for the music 
department is needed rather than intense campaigns of 
publicity for each special occasion. Hagman cautions about 
the use of the "fire-wagon" concept. Rather than using 
public relations just "in case of fire," it should be operat-
ing smoothly at all times. (18:336-37) McDonnell points 
out the need for consistent, progressive effort in public 
relations efforts for school music activities. He writes 
that "extended gaps between major accomplishments represent 
a lack of well-spaced successive attempts to bring before 
the public the story of what is being done in the music 
department." (58: 15) 
Public relations for school music must be positive in 
approach. Santanya wrote, '~e do not nowadays refute our 
predecessors, we pleasantly bid them goodby." (1:334) The 
truth is, opinions are rarely changed by being disproved. 
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The positive appeal, effectively combined with optimism, 
modifies opinions. A pessimistic idea is not very popular. 
A bad musical performance at a well-attended concert should 
be no reason for a demonstration of remorse. The answer 
lies in remedial action. An expression of confidence in 
the music department's ability to meet and overcome the 
problem will promote rather than undermine a corrective ef-
fort. (2: 24) 
Public relations for school music should be comprehen-
sive. A broad curriculum, allowing a wide range of musical 
experiences from the first grade through high school, will 
be the best basis on which to plan a comprehensive public 
relations program. Rush advocated co-operation among music 
educators to accomplish this goal, and he stated that "greater 
support of the total music program will be given when all 
phases of the music program are given equal opportunity to 
develop .••• " (64:21) Planning for comprehensive cover-
age of all the music departments activities will require use 
of different techniques and media if all publics are to be 
contacted. Evaluation should be systematically made to check 
for the expected results. (2:25-27) 
Public relations for school music should be sensitive 
to its publics. Two-way communication between the music 
department and all its public is needed if public relations 
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is to be sensitive. The nature of music makes this easy. In 
the school and community the music teacher will be looked 
upon to play a leadership role in music activities. If he 
properly performs this task of leadership he will be in a 
position to judge the public's tastes, desires and expecta-
tions. He will be in a position to learn the motives, drives, 
and rationalization processes of individuals in the community. 
Rather than exploit these drives, the music teacher should 
satisfy them. Approval and support of the music program 
will be the result. (2:27-30) 
The ideas communicated must be simple. Catchwords and 
simple slogans are used by advertisers on radio and television 
because they attract customers. The television "commercial" 
visualizes the story, but it is always accompanied by the 
repeated name of the product. This appeal of simple words 
and pictorial symbols is a reality to the general public. 
Ideas featured in public relations for school music must also 
be simple. In conversation with the lay public, avoid the 
use of complicated education or music education terminology. 
When dealing with facts or figures in reports or on posters, 
present only one idea and use pictures when possible. The 
use of slogans, stereotypes and personifications are all 
legitimate means of simplification. An effective public 
relations program must express itself simply because the pub-
lic prefers this type of communication. (2:30-33) 
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The key to successful public relations has been 
found in the knowledge and use of the above principles com-
bined with the cooperative teamwork of all the publics in-
volved. If the music teacher provides responsible leadership, 
maintains a careful balance between appeals to reason and 
emotion, and intelligently utilizes these guiding precepts, 
a sound public relations program in school music is likely 
to result. 
IV. OBJECTIVES OF PUBLIC RELATIONS FOR SCHOOL MUSIC 
Objectives of school public relations. An examina-
tion of the literature indicated that there was a positive 
area of agreement concerning the objectives of school public 
relations. In a research study, Hickey found that eight 
objectives were acceptable to most educators. These objec-
tives, widely quoted by writers in the field, are included 
in the 1950 Yearbook of the American Association of School 
Administrators. A few writers have proposed different 
objectives, but the results were very similar to those of 
Hickey. He stated that the objectives of school public 
relations are to: 
1. Inform the public as to the worth of the schools. 
2. Establish confidence in the schools. 
3. Rally support for proper maintenance of the 
educational program. · 
4. Develop an awareness of the importance of educa-
tion in a democracy. 
5. Improve the partnership concept by uniting 
parents and teachers in meeting the educational needs 
of the children. 
6. Integrate the home, the school, and the com-
munity in improving the educational opportunities of 
all children. 
7. Evaluate the offerings of the schools in meet-
ing the needs of the children in the community. 
8. Correct misunderstandings as to the aims and 
activities of the schools. (15:15) (2:14) 
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Two other writers, Kindred and Hagman, each compiled 
sets of objectives other than those listed above. Although 
worded differently, Kindred's eight objectives presented 
almost the same ideas. Hagman listed only six objectives 
and introduced school-community and social leadership con-
cepts. His outline stated that the objectives of school 
public relations were as follows: 
School centered interest 
1. To gain support 
2. To make an accounting. 
School-community interest 
3. To advance the educational program. 
4. To promote the partnership concept. 
Social leadership interest 
5. To improve the community. 
6. To establish educational leadership. (18:341) 
Moehlman and Van Zwoll pointed out that school public 
relations has both ultimate and immediate objectives. The 
following statement explains their view of ultimate aims: 
The ultimate objective is to promote public 
consciousness of social problems and needs to the end 
that appreciation of the importance of education in a 
democratic society may be strengthened, to establish 
the confidence the institution merits, · to advance the 
understanding which will serve as a sound basis for 
adopting the institution progressively to the require-
ments of society, and to improve the operation of the 
partnership concept, with an effective parental and 
citizenship participation. (24:155) 
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The ultimate aims of Moehlman and Van Zwoll, then, 
are apparently the same as Hickey's objectives. An immedi-
ate objective as described by Moehlman and Van Zwoll is 
some specific need at any one time. This could be building 
needs, equipment needs, or even the current need for the 
understanding and support of the public schools by the 
country as a whole. The last-mentioned need, classified 
also as an ultimate objective, is dramatically apparent in 
the current educational crisis which has served to demon-
strate forcefully the importance of school public relations. 
A discussion of major immediate needs brings into focus the 
status of public relations in the national education picture. 
Immediate needs. An investigation of current educa-
tional needs on a nation-wide .basis provided an intimation 
of what the future objectives of school public relations 
might be. A study of literature showed that the immediate 
needs of the public schools have remained fairly constant 
since the end of World War II. According to Bernays, 
these needs are: (1) greater financial support, (2) higher 
teachers' salaries, (3) equal pay for elementary and high 
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school teachers, (4) improvement of teacher training, 
(5) improved facilities, and (6) expansion of school plants 
to meet demands. (6:271) 
The Report of the Committee for the White House 
Conference of 1955 called attention to the urgent need for 
public support of education. The Report stated that: 
Schools now affect the welfare of the United 
States more than ever before in history, and this new 
importance of education has been dangerously over-
looked for a long time. (10:4) 
The Report pointed out the need for the public's active 
participation in school affairs as the means to arouse inter-
est, and it suggested that activities of a public relations 
nature be pursued at community, State, and national levels. 
More recently, a Rockefeller Brothers Fund report on educa-
tion stressed the dire need for action. It warned that 
"the nation must immediately take daring and aggressive 
measures, (for] at stake is nothing less than our national 
greatness and our aspirations for the dignity of the 
individual." (69:1-2) Obviously, the immediate task of 
school public relations must not be underestimated in im-
portance. 
Objectives of public relations in school music. 
The objectives of public relations in school music must 
take their meaning and direction from the larger school pub-
lic relations program. Activities of the music department 
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must supplement and support the larger school program, but 
at the same time strive to attain specific objectives of 
its own. Numerous lists of objectives for school music 
available in music education literature were examined in 
the course of this investigation. The following paragraphs 
contain selected expressions by prominent educators on the 
certain aims, objectives and current needs of music educa-
tion, from which objectives for public relations in school 
music may be derived. 
Willis, General Superintendent of Chicago Schools, 
stated that "music's most important stake in education [is] 
education for citizenship." (25:3) Willis emphasized the 
importance of maintaining the integrity of the total music 
education profession and the relative unimportance of em-
phasizing compartmentalization within the field. (25:3) 
Rush agreed with Willis' view and urged music 
teachers to "champion co-operation" within the music 
teachers' own ranks in order to obtain a well-rounded pro-
gram fully supported by the community. (64:21) 
In an article entitled "Music for Tomorrow" Pitts 
wrote that: 
There is no escaping the fact that the challenge 
laid down before music education today, and in the 
years to come, is to prove that all phases of music 
in the schools can be taught with a maximum of public 
benefit. (62:46) 
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Writing about school music in Etude, Mursell said 
that "its determining purpose must eventually be to make 
music an endearing and constructive influence in the lives 
of American citizens, as universally as possible." (59:23) 
Watson gave two "primary objectives" of music in 
the community. These are (1) to enrich the lives of as 
many people as possible and (2) to exploit the social 
values of music. (25:249) 
Travelstead wrote that the "basic objectives" for 
"education through music" were: 
1. An opportunity for every boy or girl to partici-
pate. 
2. Further and more extensiva opportunities for 
the talented few. 
3. Music teachers who are: (2) persons in the 
broadest sense·; (b) general educators; (c) music 
educators; (d) competent directors of choral or 
instrumental groups; (e) responsible performers on an 
instrument or in voice. · 
4. A music program that is an integral part of 
the total educational program. 
5. Performances of music groups which are, for 
the most part, free from competition with other 
schools. (65:26) 
Each of these statements may be translated into one 
of the following objectives of public relations for school 
music. The first four objectives on the list were taken 
from The Music Teacher and Public Relations and the remainder 
adapted from school public relations objectives stated previ-
ously. This list, though possibly incomplete, will provide 
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for study purposes, examples of general objectives of public 
relations in school music. 
1. To interpret, evaluate, and obtain support for 
the school music program. 
2. To promote music as an integral part of human 
experience. (30:30-31) . 
3. To improve the . learning experiences for students. 
4. To make music an integral part of the total educa-
tional picture. (30:19) 
5. To promote adult music education and a closer 
relationship between school and community music. 
6. To establish music education leadership in the 
community. 
The leadership role that might be assumed by school 
music in the over-all school public relations program is not 
listed as an objective as it is more of an obligation or 
duty than a goal. While other objectives might be added, 
the items on the above list may be broadly interpreted to 
comprise the general objectives of public relations in school 
music. 
CHAPTER IV 
PRACTICES OF PUBLIC RELATIONS IN SCHOOL MUSIC 
The essential practices of public relations include 
evaluation, planning and interpretation. The planning 
process involves determination of objectives, methods to 
obtain the objectives and statement of policy. The 
interpretive program is accomplished by individual and 
group activity involving adult education, and by direct 
publicity through oral, written and pictoral presentation. 
(24:150-52) Practices discussed in :this chapter are (1) 
developing the program, (2) public relations of the music 
teacher, (3) in-school relations, and (4) community rela-
tions. 
I. DEVELOPING THE PROGRAM 
Responsibility. Although there are national and 
State responsibilities for leadership in conducting school 
public relations, it is eventually the responsibility of 
the school and the chief administrator of the local school 
district to instigate and maintain the public relations 
policy in the community. While the legal authority for the 
approval and execution rests with the school board, the 
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chief administrator ~ 'is functionally the leader and general 
director of the school public relations program." (24: 268) 
In the small school district he may share the responsibility 
with the faculty, while in the medium-sized school system, 
the chief administrator may organize the faculty as a whole 
for public relations and also establish a committee of 
faculty personnel to assist in co8rdinating the program. 
(2:143) In the large school system, the superintendent 
organizes the faculty for general public relations responsi-
bility, and the principals and teachers of each individual 
school are delegated the job of organizing and maintaining 
good public relations in their own areas. (2:144) 
Logically, the public relations for school music 
must be co8rdinated with the school public relations program 
of the unit with which it is identified. Concerning this 
aspect of the problem, Graham writes that: 
Whatever goals the music educator may set for him-
self, he is wholly dependent upon the support of his 
superiors. It is the adm~nistrator who must frame 
the groundwork for techniques of public relations 
practiced through the music program. . • • Administra-
tive cooperation is a basic essential to all plans 
and projects undertaken by the music educator. (16:39) 
Leadership. As a teacher and director of performing 
music organizations, the music educator is more or less 
obligated to assume a major role in the school public rela-
tions program. In addition to the regular duties he must 
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undertake as a teacher, " ••• he cannot escape account-
ability for the role coincidental to it--that of being an 
official or unofficial public relations executive. 11 (16:17) 
In this role the music educator must be given the freedom 
to plan and execute the music department's public relations 
activities. He will be responsible to the administrator 
in charge of the school's public relations program in order 
to avoid conflicts, duplication of effort, and to coHrdin-
ate the two programs. (42:9) 
Evaluation. A preliminary phase of public relations 
program development is the evaluation of existing conditions . 
A knowledge of the strengths and weaknesses of the music 
program, the school and the community is an important ele-
ment in future planning. 
An inventory of the music department in relation to 
the total curriculum should comprise the first step. This 
may be accomplished through the efforts of the music teachers 
alone, in coHperation with other teachers and with students, 
through participation with a lay committee, with help f rom 
the local State Board of Education in coHperation with the 
State University, or it may be accomplished by a combination 
of either or all. An adequate inventory might be accomplished 
in coHperation with the administration, teachers, and students 
only. Materials that will be helpful in this type of survey 
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are Elementary Evaluative Criteria (4:51-55) and Evaluative 
Criteria. (11:151-58) 
An evaluation method that is a public relations activ-
ity in itself is called the Illinois Curriculum Program 
Consensus Study. (13) This study is available from the 
Illinois State Superintendent of Public Instruction, 
Springfield, Illinois. Study Number Seven in the series was 
written for music education curriculum development. Its 
process is strictly democratic and involves faculty, students, 
parents, and lay citizens. Fact-finding questionnaires, 
inventories and studies are combined to arouse citizen inter-
est in the school music department and to provide basic 
information for curriculum development. The results that 
can be expected from this approach are as follows: 
1. A music program should develop which has more 
whole-hearted public support. 
2. ·The music program should receive increased aid 
and support from other faculty members. 
3. The music staff should benefit from directing 
the teaching towards definite objectives. 
4. The students would benefit from a more vigor-
ous, meaningful and well rounded program. (50) 
The Consensus Study has obvious advantages but, whatever the 
approach used, the inventory should be a comprehensive survey 
of the music department in relation to the whole school. It 
should result in an inclusive assessment of the music depart-
ment's condition and needs. 
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As the music department must· also develop its cur-
riculum to suit the peculiar needs· of its community, an 
inventory of local conditions must be undertaken to assist 
in making the final plans for a public relations program. 
If a community survey has already been made in the area, it 
will give detailed estimations of economical, social and 
political complexions. In addition to the community survey, 
other methods of obtaining information are the use of 
advisory committees, panels, questionnaires, opinion polls, 
telephone surveys, check lists, rating scales, school 
records and observations. Feel Their Pulse is an excellent 
booklet on school opinion published by the National School 
Public Relations Association. (32) It was written specific-
ally for use in obtaining the type of information needed for 
a community survey, and, besides explaining the details of 
polling, it gives tested examples that may be used or 
adapted for use by the music department. 
A thorough knowledge of the backgrounds, beliefs and 
aspirations of the local citizens is needed to make an 
appraisal of the exact kind of music department the community 
wants and can afford. An analysis of the information gained 
by the survey will help to define problem areas both in the 
school and in the community, and also aid in the understand-
ing of the various publics that the music department will 
be serving. CoBperative efforts, similar to the Illinois 
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Consensus Study, will accomplish the task needed and at the 
same time develop good public relations for school music. 
Such united efforts will also contribute to the solving 
of the next problem in the development of the public 
relations program-- that of planning. 
Planning the program. The first step in the planning 
phase consists of formulating the objectives to be achieved 
by the program. Objectives defined earlier in this study 
will serve as examples for long-term goals. Short term 
objectives will be indicated by the needs discovered in the 
evaluation process. If desired, the objectives may be 
prefaced by a list of fundamental beliefs or guiding prin-
ciples as discussed in Chapter III. In addition to the 
source material recommended in Chapter III, other guiding 
principles will be found on page three of Music in American 
Education, and in "The Child's Bill of Rights in Music 1' on 
page 298 of the same book. (25) 
The second step in the planning phase is the selec-
tion of the means by which the objectives of the program 
may be realized. Parmenter and Crosby recommend planning 
a continuous long~term public relations program to attain 
ultimate objectives and to activate short-term programs to 
achieve specific objectives. (37:11,14) Better Schools 
agree with this view and state that " ••• it's not an 
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either-or choice. You need both the constant drumming of 
the near-obvious and the attention getter of the spectacu-
lar." (47:5) In any case, activities will involve the use 
of the publicity techniques and media discussed fully in 
Chapter V. Selection of activities should be limited to 
a reasonable number according to the ability of the staff 
to handle them and according to the material resources 
available. 
The third step is to state the plan as simply as 
possible. This may be an oral or written statement. 
Written plans have an advantage in· that copies can be made 
and distributed for comments and criticisms before the plan 
is presented for adoption by the chief administrative 
authority. The plan might include a statement of guiding 
principles, a summary of objectives, the means selected 
to achieve the objectives, and future considerations or 
goals. ·Details to support the plan may be presented in the 
body of the statement. (18:395-98) 
The fourth step in planning is to evaluate the entire 
program in all its various aspects. Actually, a continuous 
process of evaluation, appraisal, planning and interpreta-
tion should take place in each phase of public relations as 
''a constantly operating cyclical activity." (24: 160) 
Interpreting the program. Activities to interpret 
the program of public relations for school music may be 
56 
categorized in terms of individual and group relations, 
parent and adult education, and direct publicity. (24:160) 
In this chapter, individual and group relations, and parent 
and adult education will be broadly divided as follows: 
(1) public relations of the music teacher, (2) in-school 
relations, and (3) community relations. Direct publicity 
involves the techniques , used and the media t~rough which 
the ideas of interpretation are communicated. This subject 
will be expounded in Chapter V. 
Much of the following material in this chapter is 
based upon a Music Educators National Conference report, 
The Music Teacher and Public Relations, which was prepared 
for the "Music in American Life Commission" on ' 'Music in 
School Administration" by the "Committee on Public Relations 
in Music Education." This booklet is the result of detailed 
research and expertly presents current concepts on both 
music education and school public relations. The abstracted 
material has been revised and supplemented as needed. 
II. PUBLIC RELATIONS OF THE MUSIC TEACHER 
One of the music teacher's most important means of 
establishing good public relations is tbroqgm the medium of 
every-day "person-tq-person contacts. " (2:38) Throughout 
the day, whether in the classroom or in the community, 
person-to-person appraisals will eventually add up to the 
music teacher's public relations "quotient. 11 (16:18) To 
make the best of these contacts the music teacher should: 
1. Know his community. 
2. Realize, since he is with young people most 
of the day, that he particularly needs adult contacts 
and associations. 
3. Realize that personal contact and word-of-
mouth publicity are still important aspects of public 
relations despite improved communications media. 
4. Establish some contacts through membership in 
service clubs and similar organizations. 
5. Accept as many civic responsibilities as his 
work will permit. 
6. Realize that the church is not only an oppor-
tunity for service but one of the best possible 
places in the community for making and strengthening 
acquaintances and friendships. (30:30-38) 
57 
Kaplan suggested that the music educator use the 
social psychology concept of 11social roles" as a means for 
examining and better understanding person-to-person 
contacts. (2~8 , :-. 4) The music educator's own social roles 
are determined largely by the publics to which he belongs. 
His relations with the publics of the music department and 
the social roles involved may be clarified by a study of 
the following 11 Scheme" taken from the Music Educators 
National Conference booklet entitled Music in ~ Changing 
World. The "Scheme11 allows the music educator to visualize 
" the many loyalties and obligations which relate •.. to the 
world around him. 11 (28: 7) 
SCHOOL ROLES 
To Student Body 
Teacher 
To Administrator 
Employe 
To Staff 
Colleague 
PRLMARY GROUP ROLES 
To Family 
Father 
To Friends 
John 
To Church 
Worshipper 
To Lodge 
Member 
MUSIC EDUCATOR 
COMMUNITY ROLES 
To Stores 
Customer 
To P.T.A. 
Parent 
To A.F. of M. 
Musician 
SECONDARY GROUP ROLES 
To Political Party 
Democrat, Republican 
To M.E.N.C. 
Member 
REGIONAL-NATIONAL-WORLD ROLES 
To Mass Media 
Audience 
To Industry 
Consumer 
To Government 
Citizen 
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To develop good public relations through 11 social 
roles, " the music educator should know the following aspects 
of his local community: economical, political, religious, 
value system, class structure, leisure patterns, history and 
tradition, family patterns and human resources. In relation 
to his school, Kaplan states that he should know (1) his 
objectives as an educator and musician, (25:11) (2) his 
criteria for a good music program, (3) his students: 
their problems, ambitions, needs, and (4) his fellow teachers. 
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And, he should be able to examine a group for its purpose, 
membership, social controls and communication. (28:9-10) 
Other positive suggestions for improving the total 
public relations of the individual music educator are 
the following: 
1. Develop a positive attitude towards yourself 
and your role in general education. 
2. Improve your ability as a teacher. Good teaching 
is good public relations. 
3. Develop close working relationships with other 
music teachers in your school and in your school system. 
4. Indicate an active interest in subjects and 
activities other than music. 
5. The elementary teacher must develop warm person-
to-person relationships with elementary teachers before 
the objectives of a well-rounded program can be achieved. 
6. Realize that your administrator is interested in 
music and in its role in general education. 
7. Utilize musical performance within the school 
community as a powerful force in improving public 
relations. 
8. Make every effort to improve incidental, person-
to-person relationships during the school day. (30:20-
28) 
III. IN-SCHOOL RELATIONS 
A sharp distinction between in-school and out-of-
school publics cannot actually be made. However, four 
reasons may be given for this method of presentation. They 
are: 
1. The music teacher is apt to minimize the 
importance of close-at-hand relationships. 
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2. There are indications that the relationships 
with school publics are in need of improvement to as 
great an extent as, or to a greater extent than, those 
with community publics. 
3. By considering the public in a systematic way 
the scope of public relationships can be more easily 
suggested. 
4. Through an organized analysis of publics, pro-
cedures for i~roving public relations may be sug-
gested. (30: 8) 
Students. Good public relations start in the class-
room and develop by person-to-person contacts with pupils. 
(33) (35) As pupils' opinions are usually echoed by 
parents and others in the community, it is wise for the 
music teacher to be aware of public and human relations in 
the classroom. The teacher should remember that: 
1. Students are the first line in building good 
public relations. 
2. Students think of their teacher in a positive 
way. If they think highly of him, they will want to 
help him; they will want to help him succeed. 
3. Students transmit their enthusiasm for music 
to non-music students. 
4. Students possess intuitive judgement to form 
opinions of their director, to evaluate his professional 
ability and personal effectiveness. 
5. Students appreciate a policy of fairness and are 
quick to sense inequitable treatment. 
6. Students are the taxpayers of tomorrow. (30:21) 
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Other music teachers. The music teacher should 
avoid working in isolation from fellow music teachers in 
the same school system. A well-balanced music program is 
built by coHperative work and planning, and by sharing the 
technical information that each has. To improve working 
relationships music teachers should: 
1. Meet together on a planned program of professional 
improvement. 
2. Meet together occasionally for dinner and 11 shop 
talk. 11 
3. Combine an afternoon of golf with a discussion 
of instrumental music problems. 
4. Meet frequently throughout the year in coHper-
atively planning a county festival. 
5. Regularly exchange music. 
6. Combine forces in the presentation of a spring 
festival. 
7. Exchange concerts. 
When planning for combined performances it is important 
to remember that other teachers: 
1. Will cooperate when public approval is jointly 
shared. 
2. Will cooperatively plan for major performances 
to avoid unfortunate conflicts. 
3. Feel their contribution to the program is at 
least as important as yours. 
4. Also want the most talented students in their 
organizations. 
5. Feel keenly the competitive aspects of public 
performance. 
6. Are apt to judge YRua work by "professional" 
standards, their work by e ucational" standards. 
(30:9) 
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Other teachers. - rn the elementary school the music 
teacher is wholly dependent on the good will of his fellow 
teachers. To accomplish his mission properly, the music 
teacher should strive to achieve ideal ' working relations. 
In an effort to accomplish this ideal, the music teacher 
should plan: 
1. To minimize, or eliminate entirely, the 
inspectorial attitude of the music supervisor in 
preference to a helping, consultant, inservice 
approach. 
2. To work with each other as a person, not as 
an abstract entity who "gets across music essentials" 
for the fourth grade. 
3. To realize that music must be important to 
the elementary teacher as an InOiviOual before sne 
will do very much with musiC in the classroom. 
4. To realize that the great majority of teachers 
need support and confidence more than they do "methods. " 
5. To do everything possible to give the musically 
timid teacher success in at least one medium of music 
making. (30:24) 
Practices that will help develop better mutual under-
standing between the music teacher and the elementary school 
teacher are important public relations techniques. Suc-
cessful elementary school music teachers: 
1. Meet in informal faculty groups after school 
to discuss "ways and means" and, perhaps more important, 
to establish closer personal relationships. 
2. Organize class piano activities for elementary 
teachers to (1) give them some independence of · 
musicianship and (2) to make music a pleasurable 
activity for the teachers themselves. 
3. Are supportive during classroom visits and 
reserve suggestions and criticisms for personal con-
ferences. 
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4. Are quick to seize upon suggestions from class-
room teachers-~to work on their problems. 
5. Organize a teachers chorus on a recreational 
basis. (30:24) 
In the secondary school the music teacher should 
indicate interest in ·the non-musical activitie·s of the 
school by word and by deed. Genuine interest will help to 
establish good realtions. Remember that the teachers in 
other subject areas: 
1. May or may not appreciate the educational 
value of music. 
2. May feel keenly their lack of opportunity for 
public presentation. 
3. May feel that the subjects they teach have less 
popular appeal than music. 
4. May resent students missing classes for music 
participation. 
5. May be anxious to cooperate with the music 
program when music is correlated with the subjects 
they teach. (30:23) 
The administrator. As chief public relations 
executive, the administrator will be aware of the music 
teacher's part in the total program. However, his principle 
concern will be in the teacher's ability and judgement as a 
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general educator rather than as a public relations "expert." 
He will want to be sure that the music teacher is concerned 
with "music in education" rather than the music teacher's 
stake in education. He will want a music teacher who not 
only knows " • • . what is good music but what music is 
good for." (25:1-2) The administrator will expect the 
music teacher to have an interest in and an understanding 
of children, and the ability to get along with people. 
(30: 25) 
The music teacher will need to show professional self-
discipline in his relatiqns with the admi~istrator. In re-
quests concerning budget, scheduling, equipment, or facil-
ities, ". • • it is better than the music teacher himself 
limit these on a basis of true needs than to have the admin-
istrator arbitrarily impose the limitations." (30:26) In 
his relations with the administrator, the music teacher 
should bear in mind that: 
1. The administrator likes to have school activities 
before the public. 
2. The administrator is interested in pleasing his 
community public, and he desires their respect. 
3. The administrator sees the relationship of the 
music program to the total program--perhaps more 
clearly than the music teacher. 
4. The administrator may think the music program too 
expensive. 
5. The administrator will listen to parent's organiza-
tions. 
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6. The administrator would prefer discussing 
musical activities before final plans are made. (30:26) 
The school board. The music teacher should be aware 
of the double "role" of the individual school board member--
that of school official, and that of private citizen. Al-
though both roles are important, it is with official 
capacity that the school board member will judge the music 
teacher professionally. 
In some school systems, the school board may find it 
necessary to interview the music teacher concerning curricula, 
budget and needs. Osbourne recommended that the music 
teacher come prepared for such an interview by bringing along 
the latest state and national surveys showing comparisons 
with schools of comparable size in emphasis, curricula, and 
expenditures. Questions that might be asked by the board 
members include: 
Can we get along with what we have? Can we spend 
less? Why do you need such and such a piece of equip-
ment, and why does it cost so much? Why is music 
necessary in the school? (60:25) 
Prompt and intelligent responses to these and other questions 
will gain respect, confidence and consideration for music 
department needs. 
Central office personnel. The general instructional 
supervisor, the music supervisor, and the superintendent are 
all key people in any public relations program. The music 
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teacher must . be aware of the roles they play, and he should 
make sure that his relations with them do not exist solely 
for the purpose of obtaining additional materials and equip-
ment. Central office personnel will be interested in know-
ing the focus, scope and direction of the music program. 
(30:12) 
Nonteaching personnel. The school custodian and 
his staff can contribute to greater teaching efficiency if 
the music teacher gains their respect and understanding. 
Fabish writes that the principal may state "what is to be," 
but it is often the custodian who tells you whether you can. 
(51:19) 
Good relations with the secretarial and clerical 
personnel of the principal's office should be established 
by a friendly consideration of their roles. An understanding 
of the bus drivers and their problems will be helpful when 
planning and carrying out trips for the music organizations. 
IV. COMMUNITY RELATIONS 
Parents. The music teacher's principal avenue of com-
munication to parents is through the pupils. Excellent op-
portunities for building good will and support are provided 
through proper utilization of this contact. The teacher 
should make the pupil the focal point in any activity as the 
parents will be more concerned about the child than the 
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organization he is in. Projects under way should be ori-
ented to students. By careful listening, when talking 
with parents~ the music teacher will be able to gain an 
appraisal of the work being done in the music department. 
Good relations with parents pay dividends long after their 
children have graduated. 
Written reports on student progress should be sup-
plemented with personal conferences, if possible. Parents 
appreciate the personal interest shown and will comment to 
others in the community about it. If they can see music 
groups in action they will better understand the program 
and have a deeper appreciation of the instructive value 
of music. Try to promote active parent interest by making 
it possible for them to: 
1. Participate actively i n trips and tours as 
chaperons or drivers. 
2. Plan a " spaghetti supper" not only to raise 
funds, but to promote closer friendship. 
3. Work cooperatively with the music teacher on 
a proposed expansion of the music program~ e.g., 
initiation of a string program. 
4. Meet regularly as an organized club or group. 
· 5. Assist in publicity for important performances. 
6. Assist in providing materials and music not 
provided by the board of education. 
7. Participate in "alumni" bands, choruses, or 
orchestras on a regular basis; or, participate 
occasionally with students at special alumni perform-
ances. (30: 33) 
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Sponsoring groups. The value of a sponsoring group 
such as a Parents' Club or a committee from the Parent 
Teachers Association can be a real and potential force in 
promoting good public relations. (23:212) It involves 
parents directly and actively in the affairs of the music 
program. Caution should be taken that the group does not 
become merely a money-raising organization. Nor should 
they become involved in policy making for the music depart-
ment. It is the teacher who is professionally responsible 
for the program. Suggestions for organizing a sponsoring 
group are as follows: 
1. An executive committee should be set up to 
guide the group's program. 
2. Appointment should be made of various other 
committees to handle special and continuing jobs. 
3. The music teacher should always be available 
for advice and consultation but should avoid actual 
leadership. 
4. In handling the election of officers select a 
nominating committee so that a dependable slate of 
candidate will be available in case nominations from 
the floor are refused. (42:19-20) 
Activities of the club may include fund-raising in 
cases where such funds are needed for special items not 
covered by the regular budget. Other activities for sponsor-
ing groups are: 
1. Supervision of social events such as dances, 
picnics and other special events. 
2. Promotion of concert and ticket sales. 
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3. Development of broad community contacts. 
4. Cooperation for publicity. (42:20) 
For a detailed outline of Parents' Clubs organiza-
tion and activities, consult Jones' Building. the Instrumental 
Music Department. (21:69-71) 
Civic organizations. Desirable public relations 
not connected with teaching develop through the teacher's 
membership in civic organizations. The teacher's "public 
relations quotient" (12:18) in the community is enhanced 
by carrying .out public services activities as a member of a 
local service club. (30:14) Civic club membership includes 
influential citizens who have a concern for community better-
ment. They will be receptive to ideas for improving the 
music education opportunities for children. (30:34) Per~ 
formances before civic clubs by school music organizations 
not only give students opportunities to develop musically , 
but they perform good public relations at the same time. 
(16: 237) 
Religious organizations. (30:34-35) Important 
performance outlets for school vocal and instrumental 
groups are made through invitations to play in church. 
This also helps to improve church and school relations. 
The music teacher can himself become a good-will ambassador 
from the school to the community in his capacity as a church 
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musician. Calls for assistance from church musical organ-
izations will allow the music teacher to perform a community 
service as well as promote good will for school music. 
Professional musicians. Good public relations with 
professional musicians in the community are important for 
attaining full acceptance of the school music program. As 
private teachers, directors of civic music organizations, 
and .as performers, professional musicians can add a great 
deal to the musical experiences of both the teacher and 
students of school music. 
Even in small communities, musicians are maintained 
by churches as organists and as ministers of music. The 
school music teacher should welcome opportunities for 
musical experiences through organizations conducted by 
these musicians rather than consider them a threat to his 
program. 
Relations with the American Federation of Musicians 
local organization will be enhanced if the music teacher 
becomes personally acquainted with the union•s secretary. 
The type of relationship desired between school musicians 
and professional musicians was set forth in a code of ethics, 
"For Understanding and Cooperation Between School and 
Professional Musicians," entered into by the Music Educators 
National Conference, the American Federation of Musicians, 
and the American Association of School Administrators. 
(30:14) (25:316-17) 
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Cooperation with private teachers in the community 
should be considered as a factor in public relations and in 
developing the school music program. Private instructors 
can play an important role as teachers of school music 
students and as supporters of the music department. Every 
effort should be made to develop a relationship that is 
beneficial to all. 
The music industry. The "Business Handbook of Music 
Education" is a pamphlet designed to assist the music 
teacher in his associations with music publishers and music 
suppliers. (31) This is an important phase of the music 
teacher's public relations as it concerns the local music 
merchant and perhaps others who may have an influence on the 
school music program. The personal ·relations between the 
music dealer and the teacher are " .•• on the best possible 
ground when the particular province .of each is sharply 
delimited and mutually respected. 1' (30: 15) (25: 317-18) 
Professional organizations. Mem~erships in local, 
state and national professional org~nizations are good 
investments for the music teacher. They are important for 
fostering personal relationships and, also, for the greater 
influence ·that may be yielded ·by a collective voice in 
awakening public consciousness. Through these organiza-
tions, the music teacher will be able to receive valuable 
professional information as well as announcements of 
importance concerning district, state and national activ-
ities of school music organizations. (30:15) 
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Non-parents. The only impression the school music 
program may make on many average citizens will be through 
a performance of a musical organization, a newspaper 
article or a radio broadcast. The appraisal will be 
important because it will result in one more supporter or 
detractor. Because of the difficulty in establishing 
communication with average non-parents, the music teachers 
use of publicity and the impression made by public perform-
ances will largely determine the status of public relations 
with non-parents. 
Music activities. Public performances by school 
music groups should be planned for the public relations 
effect as well as for good performance. Many "publics" 
attend concerts, and they are usually interested and 
sympathetic. However, presentation is important in per-
formance. Particularly, audiences do not enjoy individual 
programs that are too long. In planning public performances 
the music teacher should: 
1. Plan his programs with variety and good pacing. 
2. Give students a chance to share in planning 
for public appearances. 
3. Attend to all organizational minutiae that 
bring about a smooth performance. 
5. Be sympathetic .to local tastes but he should 
never hesitate to program the best possible music 
the group is able to perform. (30:34) 
Out-of-doors events and half-time shows are seen 
by more people than any performances given by the school 
music department. The music teacher should carefully 
examine his philosophy concerning the marching band in 
relation to its public relations value. A large· .port:fmn 
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may have no occasion to observe the music department ex-
cept for the appearances of the band at athletic events. 
Their evaluation will be based largely upon the impression 
made. The band should always perform as well as it is 
capable at all out-of-door appearances to make certain that 
good public relations is maintained. (30:35) 
Adult education. The subject of adult education is 
discussed because of its significance for public relations 
in school music. As used here, it does not specifically 
refer to adult music education, rather it means the develop-
ment of .understanding and appreciation on the part of the 
adult through cooperative participation that results in 
education. Adult music education may be utilized as a part 
of the process. 
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The Adult Education Association of the United States 
of America states that the goal of adult education is " ••. 
to enable adults to deal intelligently, democratically, and 
peacefully with the problems posed for individuals and com-
munities by the pervasive fact of change." (43:14) The 
interests of public relations is not at odds with this goal. 
Moehlman and Van Zwoll write that school public relations 
activities "are a specialized aspect of adult education. " 
(24:547) The most effective type of public relations for 
school music will involve participation of adults in 
activities similar to school learning situations. Sponsor-
ing groups, parent-teacher relations, and audience participa-
tion are all types of educational activities. 
Ream reported a specific approach to the problem by 
use of "the questionnaire type of adult education. " (63:21) 
She termed it "a way of educating parents by suggestions 
and questions." It consisted of a questionnaire sent to a 
sampling of parents of children in the elementary grades, and 
its purpose was to stimulate parents' thinking about music 
education and at the same time gain information as to the 
type of music program they wanted for their children. Ad-
vantages of this approach as stated by Ream are: 
1. It gave suggestions for further improving the 
program. 
2. The results were positive--amateur "advisers" were 
silenced. 
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3. Children's needs were brought to the attention 
of the parents. 
4. Improved sense of value for the parents. 
5. Parents were made to think. 
6. For those who worked on the project--made them 
more humble, less self-admiring, and more warmly 
friendly. (63:21) 
Examples of other approaches include the Illinois Consensus 
Study, (13) lay advisory committees, and large music 
events requiring full community cooperation such as reported 
by Hines. (55:28-29) 
CHAPTER V 
DIRECT PUBLICITY: TECHNIQUES AND MEDIA 
I. PUBLICITY 
Publicity has been described as the " ••• dissemina-
tion of information for a motive. " (5:7) Brownell wrote 
that school publicity was "a modern method of securing com-
munity interest and support." (8:96) The position of 
school music towards publicity was summed up by Mursell 
who wrote that: 
• • • music education offers one of the finest 
and most legitimate avenues for effective school pub-
licity. For it is not based on large assertions, or 
statistical claims, but on direct and obvious values, 
visible to anyone with an eye in his head. . • . (26:22) 
Successful school publicity reflects the same character-
istics of careful planning, continuity and . integrity as school 
public relations. Brownell stated that the difference between 
the two is that 11 • • • public relations represents all the 
dealings of the teachers with the public [while] publicity 
constitutes an organized deliberate effort to enlist support 
by doing something and telling others about it." (8:96) 
Through experience, certain principles of action have been 
developed in the field of school publicity. They are: 
1. School publicity is education rather than 
propaganda. Its prime function is to build under-
standing and appreciation, not to sell a doubtful 
article in a competitive market. 
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2. Publicity activities should represent all 
important aspects of the school. Their coverage, over 
a period of two or three years, should be reasonably 
complete. 
3. School publicity should tell only the truth, 
and should tell as much of that as possible. 
4. The publicity materials and their pr~sentation 
should be atteactive, clear, and understandable. 
Clear, forceful writing and speaking are what the 
public wants. 
5. The material and presentation should be varied 
to suit the comprehension and interest of different 
types of people. 
6. All available publicity facilities and methods 
should be discovered and used. (39:454-455) 
Plan of operation. A general, all-inclusive plan is 
needed when dealing with the press and radio. The following 
plans and policies, taken from Public Relations for American 
Schools, have been adapted as required for use by a school 
music department. Additional references are listed when used. 
1. Responsibility for the release of publicity for 
the school music department to local outlets lies with 
the music teacher. He may have the help of a student 
assistant, a member of the school paper who may also be 
music correspondent for school publications, a parent's 
group, or an information officer employed by the school 
system to guide publicity for all school activities and 
departments. (42:34-35) (21:9) 
2. The music department should maintain a calendar of 
publicity on a year-long basis. Seasonal and current 
stories should be recorded with release dates noted. · 
Systematic use of such a calendar is one of the best 
ways to assure proper news coverage. 
3. The music teacher should maintain his own 
news notebook, such as a desk calendar. 
4. The use of news forms will help to facilitate 
news copy. 
5. A file should be maintained for recording 
publicity ideas and materials. 
6. A second working file should be maintained for 
publicity of the school music department. 
7. Valuable help and information will be gained 
from exchanging publications, materials and ideas 
with other music departments in the locality. 
8. The mUsic teacher should plan some form of 
regular contact with the press. 
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9. The plan of operation should be discussed with 
the official in charge of public relations or with the 
administrator as the case may be. Student assistants 
or others concerned with the music department public 
relations should be periodically briefed on what is 
being done so that they all will be aware of the 
details. 
10. Every relationship of the school music depart-
ment with the press should be on a professional basis. 
(277-279) 
Choosing the right tools. The basic rule for 
selecting any public relations medium is: "It should be 
the best ~ available for the specific purpose to be 
achieved. 11 (2:280) Applying this rule requires answers 
to the following questions: 
1. What community group is to be contacted? Why? 
2. What are the results expected? and 
3. How. are these results related to previous and 
future public relations efforts in the groups to be 
contacted now? in the groups already reached? 
Supplementing these questions, the following criteria 
also seem valid: 
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1. Facility of preparation. 
2. Immediacy of preparation. 
3. Dissemination to channels. 
4. Distribution. 
5. Cost. 
6. Understandability. 
7. Popular interest and appeal. 
8. Adaptability. 
9. Comprehensiveness. 
10. Effectiveness. (2:280) 
After the right tool has been selected it must be 
properly used. A fundamental rule to remember concerning 
publicity devices is ' ~atever is done in public relations 
must be done well." (2: 280) Poor publicity is worse 
than none at all . 
II. THE SPEECH 
The music teacher is often required to make announce-
ments and speeches before audiences. One of his greatest 
assets will be his ability to make a good impression. The 
best way for the people in the community to know the aims, 
hopes and plans for the school music department is to hear 
an effective speech on these topics. The steps in making 
an effective speech are as follows: 
1. Determine the place and the purposes of the 
speech. 
2. Select and phrase the specific topic. 
3. Prepare a preliminary outline of the main 
topics. 
4. · Collect content material from every available 
source. 
5. Organize the materials into a working outline. 
6. Prepare the tentative delivery outline. 
7. Practice delivery of the speech. 
8. Make a brief outline for platform use. 
9 . . Deliver the speech before a community group. 
10. Evaluate the speech carefully. (2:281) 
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Through service and experience the music teacher will 
acquire a library of excellent and pertinent materials. 
Sources for sp~ech topics will be his own professional inter-
ests and experiences, current music education affairs, his 
professional reading, and activities involving students and 
citizens in the local area. If the music teacher is seri-
ously interested in increasing the effectiveness of his 
speech delivery, he should consider the following suggestions 
for improvement: 
1. Look upon every invitation to addres s an audience 
as an honor, and, above all, as an opportunity to help 
the community better understand school music. 
2. Select the subject with care, then concentrate 
all efforts upon its development. 
3. Work out a definite process for preparing speeches. 
4. Practice as though actually presenting the speech 
before an audience. 
5. Develop the notebook habit for collecting speech 
materials. 
6. Keep on a plane with the listeners. 
7. Be guided by the important "don't": Don't 
memorize! Don't read your speech! Don't try to be 
unduly funny! Don't talk too long! (2:282) 
III. THE NEWSPAPER 
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Good press contacts can be a prime asset to the 
school music department's public relations program. Such 
contacts may be established ,by a sensible approach based 
on the theory that good news well written will always be 
printed. The music teacher and others who are responsi ble 
for publicity for the music department should establish 
themselves as accurate sources of information and as 
writers of good copy. (42:35) 
Recogniz i ng good ~· News must be timely and 
accurate if it i s to interest the public, and it must con-
sist of facts. Characteristics which distinguish an item 
as news are: "timeliness or newness, significance or 
progress, human interest, conflict or suspense, unusualness 
or unexpectedness, novelty or drama, and name appeal of 
outstanding persons." (8:98) To test any item for its 
news appeal, the following questions might be asked: 
1. Is the information important, timely and true? 
2. Will the story appeal to many people? 
3. Will the facts be accepted as interesting? 
4. Does it have significance for many people? 
5. Can more significance and interest be created 
without exaggeration or alteration of facts? 
6. If the item itself is not newsworthy, can some 
other angle of it be developed or some points be 
brought out to qualify it as news. (8:98-99) 
The activities of the music department are varied 
and provide many opportunities for news stories. How to 
Promote Your Band contains ideas for developing publicity 
stories which are readily adaptable for the entire music 
department. Among these suggestions are the following: 
82 
Opening of the new school season; upcoming concerts; 
music organization: suppers., dances and picnics; 
activities of the parents' groups; band, orchestra, 
and chorus trips; music department campaigns (for new 
members, funds, etc.); special school programs in 
which music organizations take part; the music depart-
ment's work with other departments--athletic teams, 
special music classes, drama club; band, orchestra and 
chorus contests (local, regional, andnational); public 
· appearances of music groups--civic and business clubs, 
charity drives, civic functions, fraternal groups, 
veterans' organizations, radio and television appear-
ances, regular concerts, summer camps, special con-
certs; news of the music department alumni; homecomin~ 
celebrations; new instruments, uniforms and other equLp-
ment; hobbies of the music students; twirlers with the 
band; the music department's library. (42:36-37) 
Preparing ~ releases. The music teacher and his 
assistants for public relations should be able to write 
news releases that will be acceptable to newspaper editors. 
Some editors prefer a written release. Others merely want 
the facts and assign the writing to a reporter. The music 
teacher should know the policy of the local city desk. In 
/ 
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using the newspaper as a publicity medium the music teacher 
should: 
1. Seek the advice of the journalism teacher on 
proposed releases. 
2. Learn to write a good 11 lead sentence," giving the 
"who, what, where, when, and why" clearly and pre-
cisely. 
3. Request newspaper space only for important 
activities. 
4. Build a file of newsworthy photographs. 
5. Look for "angles" in any release. 
6. Realize that of the three major media of mass 
communications--press, radio, and television--newspapers 
still have the largest audience. · (30: 36) 
Four basic rules for writing news releases are: 
1. Have something to say. 
2. Be objective. Write from the editor's or reader's 
point of view, not your own. 
3. Be accurate. Get the names right. Also get them 
complete. 
4. Use concise, simple language imitating the style 
of local newspapers with most sentences of fifteen to 
twenty-five words. (36:23) 
The style of newspaper writing is not the same as that 
of literature. A newspaper article is composed to promote 
immediate interest by providing the reader with a review of 
the essential information in the first paragraph. If the 
·reader's interest is sufficiently aroused, he will decide to 
read the entire article. Organizing the article in this 
manner also facilitates the writing of headlines by the 
editor or copyreader. (8:113) For these reasons, in the 
newspaper style of writing, all the main points of the 
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story--who, why, when, what, where, and how--are contained 
in the first or "lead11 paragraph. (36:23-24) 
The following steps are recommended when preparing 
a news story for the press or for radio: 
1. Select the topic. 
2. Decide upon the type and length of the article 
to be prepared. 
3. Collect complete information and material. 
4. Organize the material outline. 
5. Prepare the lead paragraph, including who, what, 
where, when, why, and how. 
6. Write the first draft of the article. 
7. Check the story critically and rewrite as neces-
sary. 
8. Have the completed copy checked and approved by 
another staff member to insure its absolute correctness 
and maximum effectiveness. 
9. Submit the finished article for publication or 
broadcast. 
10. Carefully appraise the published article or 
broadcas~. (2:285) 
There are certain differences in style between a 
story written for the press and that written for radio. In 
the newspaper lead, facts are given first and then the 
authority. In the same article for radio, the authority -is 
given the lead. The following six principles will serve to 
- - ----------------------- --
guide the writing of news items for radio: 
1. Be brief but tell the story. 
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2. Stirve for a clear, familiar, and conversational 
style. 
3. Use action-packed verbs for clarity and power 
instead of passive verbs. 
4. Avoid relative and qualifying clauses. 
5. Select crisp, short, direct, and easy words and 
sentences. 
6. Adjectives, frowned upon in newspaper copy, are 
welcomed in radio. (8:121) 
Details of ~ and of pictures. A factor not to be 
overlooked in writing news releases is the technical arrange-
ment of the story on the sheet. Most newspapers follow 
approximately the same style except for certain requirements 
for spelling, punctuation, abbreviations, capitalization and 
the like. Standards agreed upon by most newspapers for typed 
releases are the following: 
1. The story should be written on white paper, 
eight by eleven inches in size. 
2. The releases should be typed, double-or triple-
spaced, and on one side of the paper only. 
3. The release date should appear in the upper 
right-hand corner of the first page. 
4. The name of the reporter, school, and telephone 
number should appear in the upper left-hand corner of 
the first page. 
5. Copy should begin about one-third of the way down 
the first page so that enough space is available for 
the editor to write in the headline. 
6. A margin of about one inch should be left on 
each side and at the bottom of the page. 
7. Pages should be numbered consecutively at the 
top of the paper. 
8. Each paragraph should be ended on one page, 
with no carry-over to the next page. 
9. The word "more" should appear at the bottom 
of all but the last page to indicate that the story 
continues. 
10. An end mark of any kind--*****--should be 
placed at the close of the story. (22:330) 
Pictures of individuals or groups participating 
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in activities of the music department are often an important 
part of a news story. As newspapers cannot effectively use 
every type of photograph, it is important to provide that 
which is of value to them. Suggestions for coping with 
this phase of publtcity are as follows: 
1. All papers prefer glossy-finish prints, eight 
by ten inches in size. 
2. The print should be sharp and clear, with 
definite contrasts in blacks, grays, and whites. 
The " fuzzy 11 art picture has no place in a newspaper. 
3. Pictures of individuals should not be stiff 
and formal. If a picture of more than one person 
is necessary, the group should be close together. 
Special problems arise in pictures of a full musical 
organization on stage or a band on parade. Get 
expert help in arranging such "shots" unless the 
paper sends its own photographer, who will tell you 
exactly what he wants and how he can get it. 
4. If the school does not have an official 
photographer, the music department should arrange to 
have one on call. In many cities, a photographer on 
a local newspaper is usually available for outside 
work at nominal cost. He will know precisely what 
the papers want. 
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5. If a particular story about a school music 
group is definitely important as topical news, the 
papers will probably send reporters and photographers 
to cover it. Tell the proper "desk" about the story 
at least a day ahead of time so the editor can 
schedule it. It is also wise to ask an editor 
whether he plans to send a photographer, or whether 
the music department can supply the pictures. (42:44) 
Press relations and ~ outlets. Sound relations 
with newspaper men in key positions are necessary for 
placing news articles properly. Misunderstandings can 
be avoided if the music teacher will: 
1. Take it for granted that editors are fair. 
2. Assume that they know best. 
3. Be candid, cooperative and available. 
4. Try to anticipate the needs of the paper. 
5. Be natural in all contacts with the press. 
6. Seek suggestions. 
7. Be ready to repay favors with favors. 
8. Establish good working relationships with 
everyone who can help. 
9. Always be on the level. (8:127) 
Outlets for news other than the newspapers should not 
be overlooked when working for publicity. Jones outlines 
the following channels of publicity for music organizations: 
1. Newspapers · local and United Press, Associated 
Press~ etc. 
2. School paper and annuals. 
3. Educational and music periodicals. 
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4. Radio and television. 
5. Printed programs. 
6. Bulletins 
a. To patrons 
b. To homerooms 
c. On bulletin boards inside and outside school; 
in public buildings. 
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7. School calendar 
8. Announcements 
a. In school assembly 
b. At public meetings, clubs, etc. 
c. In advertisements of local merchants. 
9. Window cards, street-car and bus cards, handbills, 
bumper cards, stickers, etc. 
10. Distinctive insignia worn by students. (21:9) 
IV. AUDIO VISUAL MEDIA 
Radio. There are definite advantages in using radio 
broaqcasts for school music publicity. Most citizens will 
listen to a planned school broadcast because of their natural 
interest in education and the role it plays in society. 
Also, they are curious about current school events, both 
academic and social. The strongest interest in school 
broadcasts derives from a community's natural attachment 
for its children and a concern for their welfare. No com-
mercial broadcast has all of these advantages. (22:353) 
Kindred states that the aims of school radio 
broadcasting are to serve one of the following purposes: 
1. To educate the public more fully in regard 
to the work of the school. 
2. To prevent possible misunderstandings of 
classroom methods and possible achievements. 
3. To lay the foundation for the introduction 
of new policies and practices. 
4. To invite community cooperation in school 
improvements. 
5. To awaken community interest in and concern 
for public education. 
6. To develop a more friendly feeling towards 
the school system. 
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7. To explain the need for more adequate financial 
support. 
8. To point out the contributions of the school 
to children and society. 
9. To present lessons for classroom instructional 
use. (22:353) 
Music teachers who want to use radio as a means of 
improving public relations have in their favor the fact 
that radio stations devote a certain amount of broadcast 
time to the public interest, and program directors are 
constantly searching for interesting local material. To 
acquaint a local radio station with the activities of the 
music department, a tape recording of a proposed program 
may be made at school and then played for the program 
director. The same tape may well serve for the actual 
broadcast. (30:36) Other advantages to be .derived from 
the use by the music department of radio broadcasts are 
as follows: 
1. Continued improvements in portable recording 
equipment make recordings of broadcast quality 
possible. 
2. Performances by school music groups compare 
favorably with other local broadcasts. 
3. A possible radio broadcast offers powerful 
motivation for students. 
4. More will hear the group on radio than will 
attend a school concert. 
5. A radio performance will give students a 
chance to learn about an important communications 
medium at first hand. 
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6. A radio performance is an excellent performance 
outlet for soloists and small ensembles. (30:36) 
Various types of programs that are considered suit-
able for general school broadcasts are listed by Kindred to 
be: 
1. Spot announcements. 
2. Newscasts. 
3. Sports programs. 
4. Music programs. 
5. Discussion programs. 
6. Dramatic programs. 
7. Straight talks and interviews. 
8. Special programs for holidays. 
9. Classroom programs. (22:355-58) 
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A broadcast involving a school music program should 
receive publicity of its own. It is a mistake to assume 
that many people will listen to a program without receiv-
ing advance notification. Methods of obtaining advance 
publicity include the selection of an attractive program 
title, spot announcements on radio, straight news and 
feature stories, posters, and the use of mailing lists to 
parents, alumni and leading citizens. Other factors to be 
considered when planning a broadcast are: 
1. The size of the school · system. 
2. The objectives of the program. 
3. The cost of the production. 
4. The nature of· the broadcasts. 
5. The trained leaders and talent available. 
6. The local radio situation. (22: 358) 
A good school radio broadcast must have public appeal 
if it is to compete with commercial broadcasts. Elements 
of human interest, dramatic suspense, and timeliness must be 
written into the script. The appeal should develop from the 
subject itself and listeners should be left with definite 
impressions and information helpful in understanding the 
schools. 
Writing a good script for a school broadcasE requires 
as much care as writing for a commercial program. The 
script should be based upon a single idea and developed 
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informally and naturally. Incidents should be drawn from 
everyday life and injected with humor to clearify meani ng. 
Such a script is not easy to devise and requires one or 
more skillful writers. 
Steps to be considered in developing a radio script 
for regular school broadcasts are the following: 
1. Choose the topic for the broadcast. 
2. Decide upon the points to be included, method 
of approach, and participant s. 
3. Have the group collect and organize materials 
-into a tentative script. 
4. Hold the first reading-timing rehearsal. 
5. Revise . the script to meet time and purpose 
needs. 
6 . Hold final rehearsal for performance and timing 
check. 
7. - Make specific allowances for broadcast station 
time and advertising. 
8. Present the broadcast. 
9. Check the response of listeners to and parti-
cipants in the broadcast. 
10. Have the group make a careful study of the 
broadcast experience and the program transcription. 
(2:288) 
Broadcasts of music groups, soloists and ensembles 
may well be the most popular type of school radio program. 
Such programs may be pre-recorded under ideal conditions 
and the script added later with expert help from the studio 
program director. This type of program is relatively easy 
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to produce compared with other types, and it can do much 
towards " . . • developing appreciation of the opportunities 
provided for young people in schools today and the quality 
of instruction received. u (22:356) 
Appearances of school music groups on both radio 
and television must be guided by certain agreements between 
the musicians' union and the radio or television stations 
and by agreements between. the musicians' union and school 
music professional organizations. The radio and television · 
stations will govern their actions according to union 
contracts. Codes for Public Relations between professional 
musiciansand school musicians are contained in Music in 
American Life. (25:316) 
Television. As a communications system that combines 
both the audio and the visual, television offers exceptional 
possibilities for use by school music departments. It may 
be used for music appreciation and enjoyment, for child and 
adult education, and for public relations. Its value in 
the last area is no doubt greater than that of radio. 
(22:258) 
The exact role of television for music education is 
still subject to some speculations. Farley states that in 
planning programs, music educators should decide whether 
program time is to be used for instructional purposes, for 
adult education, or for interpretation. He points out 
that teachers should learn that television is not educa-
tional by itself; "we have to add the educational note 
ourselves. 11 Concerning the problem of education versus 
entertainment, Farley suggests that music educators must 
give the audience something of what they want, otherwise 
there would be no audience. (52:18-20) 
Probably the best approach to an understanding 
of television is for the music teacher to visit a tele-
vision studio and become acquainted with the medium. In 
recent years it has become one of our major skilled pro-
fessions. Leeder and Haynie state: 
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Its members are highly trained, skilled people 
who know their work and take pride in it. A realiza-
tion and appreciation of this fact creates the basis 
for a sound working relationship with television per-
sonnel which will assure their cooperation, assistance, 
and good-will--indispensable for the success of any 
program. (23:273) 
Because of the feeling of closeness allowed, tele-
vision is better for some types of programs than "in person" 
instruction. Demonstrations, for example, allow the camera 
to pick up views that normally could only be seen by a few 
nearby observers. A group of children learning to use 
autoharp to accompany their singing would make an excellent 
close up nshot." Whatever the type of program, the music 
teacher should keep certain things in mind when planning a 
television venture. Some of these are: 
1. The station no more wishes a poor show than 
you do. 
2. You should have something definite in mind; 
don't expect the station manager to 11 dream it up" 
for you. 
3. You " say it" visually--otherwise, it belongs 
~~d~. . 
4. TV is particularly well suited to the small 
group or ensemble. 
5. Most stations are eager to cooperate with 
school groups but few have the time to prepare 
script, art work, slides, etc. 
6. Your director can do a much better job with 
a well-prepared "run-down" sheet. (30: 36-37) 
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Instruction, of course, is the principal goal of 
any educational venture. In a secondary way, where tele-
vision programs are concerned, the purpose will be inter·-
pretation " • . . to the public what the schools are doing 
for the children, for the community, for America. " Farley 
writes: 
They will be more properly called 'public relations" 
programs. They are important • • . • They are inter-
pretive, and would be much better if those who produced 
them knew and made full use of the principle of public 
relations. (52:20) 
For a detailed discussion of television ' s use in 
music education see Music in the High School. (23:272-282) 
Slides, film strips, and motion pictures. An excel-
lent means for bringing parents and non-parents tangible 
information of the work being accomplished in the music 
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department is through the use of slides, film strips, and 
motion pictures. There is an abundance of excellent mater-
ial available for all these media either by purchase or 
rental. Catalogue listings are numerous and offer a wide 
variety of music educatio~ subjects. (40) (23:265-267) 
Perhaps an even better use for slides, film strips, 
and motion pictures for purposes of public relations is 
their adaptability to "do-it-yourself 11 projects. For 
example, a camera can be used by the music teacher to take 
color slides of specific music activities. These slides may 
be arranged or planned according to a theme in mind and 
worked into a program with an accompanying script. Such a 
program will be readily accepted by the service clubs and 
other organizations in the community and, by ' IDaking t he 
rounds" of all t hese groups, fine public relations may be 
achieved for both ultimate and specific school music ob-
jectives. 
Production of satisfactory motion pictures requires 
more experience and skill than making of slides and film 
strips, although it can be done very successfully. School 
and local photography groups might assist in such an under-
taking. The film, supplemented with well-planned scripts 
or sound recordings, can also be shown to community groups. 
Use of the film strip and film services of school 
and public libraries should not be overlooked in search of 
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public relations materials. Many excellent films are avail-
able for entertainment and music education purpose~. These 
may be preface~ with remarks that will enhance their public 
relations value for the school music department. 
Graphic and pictorial materials. Pictures, posters, 
signs, and displays are all ways to call attention to school 
music undertakings and accomplishments. They offer a wide 
variety of means to gain publicity for any area of endeavour. 
An advantage in their use is the fact that most of the items 
can be made by students as part of their school instruction. 
For important projects, however, the services of specialists 
may be required. 
Graphic materials and especially photographs may be 
used in a number of ways: "for reproduction in the press or 
in reports; in exhibits; in organized window displays; and 
in mountings which speakers can use. " (2:290) Effective 
use of these materials, however, requires special consider-
ation. Where photographs are concerned, care should be 
taken in selection. Rules to follow are: 
1. Don't use the most beautiful children, or the 
the brightest ones. Freckles are attractive--on some-
body else. 
2. Children should look natural. A touselled head 
attracts more attention than slicked down hair. 
3. Have a center of interest in the picture. 
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4. Have few people in a picture. More than three 
persons is practically a mob scene, and not effective. 
5. If a teacher is used in a picture, use an 
attractive one. 
6. Use "outsiders" with children as often as pos-
sible. It may create a brand new audience for school 
news stories. (34:27-28) 
Ideas concerning use of graphic and pictorial materials 
for public relations are as follows: 
Posters, sign boards, and displays can call public 
attention to school undertakings and accomplishments. 
These should be placed at conspicuous points in 
school buildings and elsewhere in the community. 
Notices in special type styles, cartoons in student 
newspapers and in other school publications, also add 
interest and make for a better understanding of vital 
school issues. . • . (2: 291) 
V. LETTERS, REPORTS, AND OTHER PUBLICATIONS 
Letters. An organization is often judged by its 
correspondence. The stationery itself has some effect and 
should be of best quality bond with a heading printed in 
good taste. The number of names, titles, and other informa-
tion on the heading should be given careful consideration 
according .to the impression desired. Every letter should be 
in good form, organization, and courtesy. (2:391-92) 
When preparing to write a letter, first determine 
its purpose and, second visualize the action wanted taken. 
This may be to get attention, arouse interest, create 
desire, establish conviction, or to get action. (20:93) 
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For the actual writing of the letter Brownell recommends the 
following simple rules: (1) adopt a "you" attitude, (2) be 
courteous, (3) be sincere, (4) be enthusiastic, and (5) be 
natural. (8:91) 
During a school year the music teacher will have 
occasion to correspond with many different people. Such cor-
respondence should receive as careful consideration as 
other public relations practices. One important public 
., 
relations rule to remember is to answer all mail the day it 
arrives. Besides a regular filing system for letters, a 
second file " . . . of special purpose letters should be 
maintained, to facilitate drafting similar future letters 
and to serve as a record of the service." (2:292) 
Messages and reports ~ parents. The music teacher 
will have occasion to send or telephone numerous messages 
to parents during the school year. Each message will be an 
opportunity to improve public relations for the music depart-
ment as the parents' natural interest in their child will 
apply somewhat to the organization in which he is partici-
pating. This interest will serve as a means of creating 
fUrther understanding and support of school music. The 
music teacher should answer direct ·questions by parents 
promptly, the focus on the child with the stress on the 
student's strong points. 
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Letters and announcements to parents should be 
characterized by the utmost courtesy, clarity of meaning, 
and facts that are reasonable and fair. Lack of response 
on the part of a parent to a request for action should 
not concern the teacher too much as loss in route is not 
uncommon. Make contact by some other means if the matter 
is important. (2: 292) 
A common type of report from the music teacher to 
parents is called the pupil 11Progress Report. " This type 
of report varies from a mere statement of grades for 
various subjects to a 11job and behavior analysis' type of 
report. Regardless of the form the report takes it should 
be understood by both pupil and parent so misunderstanding 
will be avoided. This may be accomplished by explanatory 
letters, home-room parents' meetings, Parent-Teacher 
Association meetings, or music parents' clubs. (3:252-56) 
This type of report might be used by the music teacher in 
conjunction with a monthly or quarterly mimeographed 
11music-letter11 sent especially to music parents and would 
report the affai~s of the music department with the idea of 
gaining understanding and support for the program. 
Other materials that may be used to foster good 
home-school contacts are: music department bulletins; 
leaflets; blotters; reprints of articles; cards; stickers; 
report card riders; bookmarks; registration forms; and 
and invitations to concerts sponsored music department. 
(2:293) 
Student Eublications and other Erinted matter. 
The school paper should not be overlooked as an important 
means of contacting in-schooi publics. It should contain 
a column reporting activities of the entire music depart-
ment and, if possible, written by a student in one of the 
musical organizations. 
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The school annual or' yearbook should portray the 
music department in its best light and contain information 
of interest to pupils, alumni, parents, and the general 
public. 
Student handbooks or orientation booklets for 
pupils in instrumental and vocal organizations have been 
used successfully by some music departments as means for 
bettering public relations. They usually contain a brief 
history of the organization, the educational goals, the 
schedule, organizational details, information of student 
government, and major achievements. These booklets may 
be made of inexpensive materials and constructed by 
students. 
Annual music reports. For a number of years school 
officials have utilized the annual school report to place 
the schools in a favorable light with the community. Some 
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administrators consider this the foundation of their public 
relations program. Whether this is true or not, there is 
evidence to suggest that it is an important public relations 
item, and m~y be used to advantage by music departments. 
A research study by Kmetz revealed that annual music 
reports were widely read by lay~an, gave them a better 
understanding of school music, increased public confidence 
in the person in charge of the music program, and were 
considered an important .aid in the improvement of the 
school music program. The significant recommendations 
based upon the results of the study were: 
1. A written annual music report should be prepared 
by every music department where it can be effectively 
used to serve a felt need • 
. 2. The two main purposes served by written annual 
music reports should be general music program improve-
ment and public relations. 
3. The written annual music report should not be 
used as a pressure device but as a disseminator of 
information for better understanding by administration; 
faculty, and lay public. 
4. The written annual music report should be dis-
seminated, upon the approval of the administration, 
to those who might benefit by the information. (57) 
It is apparent that the music teacher must not over-
look the possibilities of annual music reports as a means 
of furthering good public relations. For further details 
on planning and writing annual reports see Print It Right. 
(36:3-7) Other suggestions are in Public Relations for 
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America's Schools. (2:297-301) 
VI. MISCELLANEOUS EVENTS AND ACTIVITIES 
The following events and activities are presented 
as possible avenues for building good public relations for 
school music. Each activity has been selected for its 
public relations potential as advocated by various writers 
on the subject of school public relations. 
The annual school open house is a common practice 
in many schools during American Education Week. The music 
teacher should take advantage of this opportunity, and 
should make appropriate public relations plans to present 
the music department in its best light. Plans would 
naturally be made to fit into the schedule of the individual 
school. 
National Music Week is an outstanding opportunity 
for the school music department to help keep music a vital 
community activity. Many communities in cooperation with 
the schools plan a series of week-long concerts and music 
festivities to celebrate this week. In Flint, Michigan, 
for example, National Music Week is celebrated with all 
community organizations, nonmusical as well as musical, 
contributing one way or another. Smith, writing in The 
Community Music Association, stated: 
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So many groups wish to join in Music Week activities 
that it has become impossible to schedule them all in 
one week. The General Program of Music Week in Flint 
now includes a "Prelude to Music Week" and a 11Postlude 
to Music Week. " (44:42) 
Besides participating in community activities, the school 
music department may well make National Music Week a notable 
musical event in the school. Carefully planned activities 
conceived with good publicity will do much to promote music 
appreciation as well as awareness of the music department 
itself. 
Special observances such as Armistice Day, Armed 
Service Day, Flag Day, Thanksgiving, the birthdays of 
Lincoln and Washington, Fire Prevention Week, and other 
local holidays all offer possibilities for participation 
with community groups. It would not be practical, however, 
for the music department to cooperate in every special 
day, worthy as they may be. These events should only be 
entered into after careful consideration of the educational 
value to be served from participation. 
Special awards of significance given to students, 
alumni, or staff of the school music department should be 
given proper publicity. News of this type will have special 
value to many individuals in the community. 
Visits ~ leaders in the professional and concert 
music world are of great interest to the general public. 
If considered proper, they might be invited for lunch in 
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the school cafeteria and taken on a tour of the school 
and through the music department. The students of the 
music department, in particular, will be stimulated by this 
type of event. Visitations of this nature, " ... planned 
with the cooperation of teachers and pupils, makes many 
friends and loyal supporters of public education. " (22:375) 
Community ~ of school music facilities is a policy 
consistant with the function of the school as a social 
institution, and represents a service in the public interest. 
Although difficulties may arise because of the nature of 
music activities and equipment and because of problems of 
supervision, this idea should be considered in all its 
potentialities. 
An organized community music council, similar to 
the Flint Music Association, is a step in the direction of 
Music For Everybody. (29) The planning and organization of 
such a council is achieved by the cooperation of all community 
music resources and local citizens, and in itself constitutes 
the most dynamic type of public relations for both the com-
munity and t he school. Projects of this calibre promote ex-
cellent activities for school music as well as for adult 
music education. Some of the goals of an organized community 
music program consistant with the objectives of public rela-
tions for school music may be stated as follows: 
1. To develop a consciousness on the part of 
the music educator of his responsibility for all 
community music activities. 
2. To provide for continuous post school music 
participation. 
3. To recognize and develop potential civic and 
community leadership. 
4. To raise the standards of music appreciation 
in the community. 
5. To develop potential creative ability within 
the community. (25:257) 
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CHAPTER VI 
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS 
I. SUMMARY 
It was the purpose of this study to examine current 
literature in the broad field of public relations and, 
from this examination (1) to determine a definition of the 
term "public relations" as it might apply to school music, 
(2) to examine the principles underlying the practices of 
public relations for school music, (3) to identify certain 
objectives of public relations in school music, and (4) to 
discuss selected practices involved in attaining the 
objectives of public relations in school music. 
Sources of data included (1) books and pamphlets on 
public relations and related subjects, (2) books on super-
vision and administration of public schools, (3) periodical 
articles, (4) books and pamphlets on music education, and 
(5) related studies in unpublished Master's theses. 
The historical background of public relations, a 
review of related research comprised Chapter II. Business 
public relations in America was found to have its early 
beginnings in advertising and publicity activities but, 
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through a long development process, it has not become a re-
spected function of management. The first school public 
relations consisted of newspaper reports and after World 
War I, publicity campaigns were utilized to gain needed 
support for the schools. School public relations eventu-
ally developed into what is now considered a two-way process 
of interpretation between the school and the community. The 
history of public relations in school music closely followed 
that of school public relations. However, it was found that 
a relatively small amount of literatQre has been written on 
the specific subject. 
A review of related research disclosed that earlier 
studies were concerned principally with the workability, 
value, and means of public relations in gaining support 
for the school music program. Several studies concluded 
that good public relations will insure successful fund-
raising efforts, encourage administrative support, gain 
community support, and encourage neighboring school systems 
to develop their music programs. Research indicated that 
only one-half of the public relations media available to 
the average music educator were actively employed by him. 
Research indicated that the medium most used was the news-
paper, and that the information most publicized was the 
accomplishments and activities of music groups. A direct 
relationship was found between the number of media employed 
and the community attitude toward the music department; and, 
the more favorable the attitude, the more items of information 
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which was released to the public. 
Chapter III was concerned with defining public rela-
tions, the public and public opinion, the principles under-
lying public relations, and the objectives of public rela-
tions. Problems involved in the attempts to define public 
relations arose because of the general public's misconception 
of the meaning of the term and from semantic difficulties. 
School public relations was considered to be an administrative 
function and should be derived from the educational process. 
A definition of public relations in school music was submitted 
which described it as an integral program of systematically-
organized activities which attempt to establish a cooperative 
development and maintenance of reciprocal channels of com-
munication between the music department and its publics for 
the purpose of keeping the music department aware of school 
and community attitudes and needs, and the school and com-
munity informed of the purpose, value, and needs of the 
music department. 
Examination of the term "public" as used in public 
relations practice found it to be plural in nature--that is, 
rather than dealing with a single "public," public relations 
is concerned with many "publi'cs." Attitudes and views held 
by the various publics added up to the aggregate known as 
Hpublic opinion;" an important fact.or in the determining of 
public relations policies. Because of their public appeal, 
110 
performances by school music groups were considered a poten-
tially powerful means of affecting public opinion. 
Principles underlying the practice of school public 
relations were found to be intrinsic to .the character of 
the school as a democratic social institution. Certain 
principles, derived from extensive experience, were cond-
sidered fundamental to the success of a school public 
relations program. These principles, also applicable to the 
school music program, stated that public relations must be 
honest in intent and execution, intrinsic in the school 
program, continuous in application, positive in approach, 
comprehensive in character, sensitive to the publics concerned, 
and simple in meaning and conception. Objectives of school 
public relations were discovered to be both ultimate and 
immediate--the ultimate were long-term goals, and the imme-
diate were short-term goals resulting from some specific need 
at any one time. Most educators were in agreement concerning 
the ultimate objectives which, in summary, include (1) giving 
information to the public, (2) establishing confidencein the 
schools, (3) obtaining support for the schools, (4) develop-
ing awareness of the importance of education in a democracy, 
(5) improving the partnership between the school and the 
community, (6) bettering educational opportunities for all 
children, and (7) correcting misunderstandings as to the 
aims and activities of the schools. Among general objectives 
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for public relations in school music are the following: 
(1) To interpret and evaluate the school music program, 
(2) To obtain the support of the public for the program, 
(3) To make music a vital part of the total school program 
and an integral factor in human experience, (4) To improve 
the learning experiences of the students, (5) To improve 
community music and to develop the adult music education 
program, and (6) To establish music education leadership 
in the community. 
Chapter IV contained a description of the practices 
of public relations in the public schools, and discussed 
the (1) development of the program, (2) public relations 
and the music teacher, (3) in-school relations, and (4) 
community relations. Legal authority for the approval and 
execution of the program was found to rest with the school 
board, while the chief administrator was functionally 
responsible to lead and direct the program. In his position 
as director of music organizations, it was considered ob-
ligatory that the music teacher assume not only direction 
of public relations for the music department but a leader-
ship role in the total school public relations program. The 
actual development of the program was accomplished by a 
process involving evaluation, planning and interpretation. 
Evaluation was ef.£ected by means of a thorough inventory 
and a careful appraisal of existing conditions. Planning 
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was accomplished as a result of the formulation of objectives, 
stating a policy, and then carefully re-evaluating the entire 
process. Interpreting the program involved individual and 
group relations, parent and adult education, and direct 
publicity. The remainder o~ Chapter IV discussed the activ-
ities involved in the public and human relations of the music 
teacher, students, other teachers, the administrator, the 
school board, central office personnel, non-teaching personnel, 
parents, sponsoring groups, civic and religious organizations, 
professional musicians, the music industry, professional 
organizations, non-parents, music activities, and adult 
education. ' 
Direct publicity, its techniques and media, were 
discussed in Chapter V. Publicity was described as an im-
portant tool of public relations and its techniques were 
presented together with detailed information about those 
techniques and media considered especially suitable for 
school music publicity. The following techniques and 
media were discussed: the speech; the newspaper, including 
how to recognize good news, the preparation of news releases, 
details of copy and pictures, and press relations and news 
outlets; audio visual media, including radio, television, 
slides, film strips, motion pictures, and graphic and 
pictorial materials; written material including letters, 
messages and reports to parents, student publications, and 
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annual music reports; and miscellaneous events and activities 
such as open house, American Education Week, National Music 
Week, special observances, special awards, visits by person-
alities of musical importance, community use of music facil-
ities, and community music associations. 
II. CONCLUSIONS 
1. Public relations for school music is an integral 
part of the teaching process and exists whether or not it is 
planned and organized. Therefore, the workability, value, 
and practice of public relations should no longer be ques-
tioned, rather the concern should be for the quality and 
quantity of the public relations activities involved in the 
program. 
2. The practice of public relations in school music 
is limited, and justifiable only to the extent that it is in 
harmony with the objectives of the school as a democratic 
social institution. A well-rounded music program based on 
sound educational philosophy and resulting fran good teaching 
techniques is fundamental for a successful public relations 
program. Excess publicity will not make up for a poor pro-
gram and may do more harm than good. Participation of 
school music groups outside of school should be considered 
first for educational value rather than for possibilities 
of publicity. 
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3. Only a small amount of literature written specific-
ally for public relations in school music is available to the 
music teacher for reference and study. It is possible that 
this limited amount of material indicates that many music 
educators, together with the average public, may have a 
narrow concept of the deeper meaning of public relations 
and, therefore, do not appreciate its significance in the 
total educational program. 
4. A satisfactory definition of public relations for 
school music will include the concept that public relations 
involves reciprocal channels of communication between the 
music department and its various publics, and will allow 
for the interpretation and integration of ideas and actions 
of all individuals and groups concerned. 
5. The guiding principles underlying the practices 
of a public relations program ,dictate its soundness, con-
sistency, and defensibility; and should indicate that the 
program will be honest, intrinsic, continuous, positive, 
comprehensive, sensitive, and simple. 
6. Objectives of the public relations program for 
school music will be both ultimate and immediate in nature, 
and will be -attained through long-term planning and short-
term public relations activities. To be accepted by the 
community and to be successful f~r . the music department, 
the objectives must include: (1) interpretation, evaluation, 
and support for the school music program; (2) improvement 
of the community and of the school-community partnership 
concept; (3) p.romotion of educational opportunities; and 
(4) provision for community leadership. 
7. While the school board has the legal authority 
to initiate and approve a public relations program, it is 
the school administrator who is re~ponsible for directing 
and coordinating the various phases of the program. 
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8. The music teacher is obligated to assume an 
important role in the school public relations program 
because of the public relations value of school music 
activities. The public relations program for school music 
should be carefully and effectively planned under the 
supervision and approval of the administrator and with 
the cooperation of all other teachers and students. 
9. An organized program of public relations, 
developed through active and intelligent participation of 
all individuals and groups concerned, will result in a mean-
ingful curriculum that is compatible with the needs and 
financial capabilities of the community. 
10. A successful program of public relations gener-
ally evolves from good human relations; therefore, the 
music teacher must be more than a competent musician--he 
must have the ability to understand and to establish good 
relationships with both students and adults. 
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III. RECOMMENDATIONS 
1. The main purpose of public relations in school 
music should be to promote a better music program rather 
than to promote public relations per ~· 
2. The music teacher should discuss all public 
relations activities of the music department with respon-
sible school officials. Detailed plans should be sub-
mitted for the consideration and approval of local school 
administrators. 
3. Criteria should be devised by which the educa-
tional value and the public relations potential of out-of-
school music performances may be evaluated. Such criteria 
might tnclude the n~ber of students involved, the effect 
on the school program of instruction, expense, and the 
opportunities for educational experiences afforded the 
students. 
4. The development of a carefully organized public 
relations program is recommended through a process involv-
ing evaluation, appraisal, planning, and interpretation 
requiring the participation and eventual education of 
adults. A written program should result from such a process. 
5. The music teacher should have a thorough knowledge 
of the techniques and procedures used in promoting publicity. 
Proficiency in using the tools of public relations should 
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be acquired by responsible assistants (students or otherwise) 
as well as by the music teacher. 
6. The fundamental concepts of public relations, 
including underlying principles and objectives, should 
be taught as a part of the curriculum in institutions pre-
paring music educators in an effort to avoid any confusion 
as to the meaning and significance of public relations in 
the total school , effort. 
7. The music teacher should not consider the public 
relations program as a means to promoting himself profession-
ally. Any credit he might receive as director of school 
music organizations should be a natural result of identifica-
tion with the music department. The professional advance-
ment of the music teacher should derive from lif. s personal 
effort to improve his musicianship and leadership. 
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